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The latest idea in automobile di- 
rect mail is the highly personalized 
approach, thus: “I happened to 
pass you in your 1928 Franklin on 
the boulevard yesterday, and it oc- 
curred to me that you must be think- 
ing of getting a new car,” etc. The 
fly in the so-called ointment is that 
fae perhaps the alleged Franklin owner 
re traded in his boat several months 
ago, after the advertiser got his 
mailing-list from the record of reg- 
o istrations. In that case it’s a lousy 
approach, besides convicting the ad- 
vertiser, on the face of the returns, 
of being an Ananias entirely with- 
out imagination. 

” 


toa arty 


* 
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a Magazine art editors get by a lot 
lum easier than the art directors of ad- 
vertising agencies. Frinstance, the 
a. e. of the Satevepost recently pub- 
lished an illustration showing a lady 
with two left feet (two—count ’em 
—two). She wore sandals in order 
that there might be no mistake. If 
this picture had appeared in an ad- 
vertisement in the same publication, 
the art director responsible would 
have been razzed from now until 
July 4, 1947. 
i x * 

While boosters for the proposed 
Sears, Roebuck-Montgomery Ward 
merger thrill over the prospect of 
“the largest retail merchandising or- 
ganization in the world,” with an- 
nual sales of a mere three-quarters 
of a billion, the A. & P. stores are 
sawing wood and saying nothing to 
the tune of more than a billion eyery 


te fiscal, calendar or other kind of year. 
Try that on your adding-machine! 
* * * 
7 The duPont folks are either 


mighty lucky or pretty smart. Look 
at Duco. Look at Fabrikoid. Look 
at Cellophane. And while you are 
looking at the latter, just remember 
that General Foods, Swift and all 
the others who are trying to put 
over the idea of packaged quick- 
frozen meats and vegetables are 
working their heads off to increase 
the market for Cellophane. 
* * * 


Mrs. Calvin Coolidge suggests in 
her copy on the Eastman Kodak 
anniversary celebration that kids at 
twelve-year-old parties “eat  ice- 
cream and cake to appease the appe- 
tite.” I'll let you in on a secret, 
Mrs. Coolidge: kids don’t eat sweets 
because they’re hungry, but because 
they like the taste of the darned 


stuff. 
* * * 


The American Newspaper Pub- 
lishers’ Association holds its meet- 
ings in executive session, and re- 
ports are based on “hand-outs.” 
_ These are the same people who grow 
os indignant over the idea of the 
United States Senate having an oc- 
casional meeting in private. 

* * aK 


A Boston newspaper published, as 
news, a speech by an advertising 
agency man who criticised its “pro- 
vincial front-page make-up.” That 
editor isn’t so dumb; maybe he 
thinks his publisher occasionally 
reads the paper. 

*~ 


; 


* * 


The courts will be asked to decide 
whether an advertiser may compel 
@ publisher to accept his copy. This 
1s what a lot of publishers I know 


would call a purely academic ques- 
tion. 
* * * 


; They’re still discussing the ques- 
tion of who created the slogan, “Say 
it with flowers.” If you want really 


to compliment the chap, just s— 
I— w— f—., 


* * * 


Post bran is now being advertised 
as “bran that’s really fit to eat.” 
hat ~~ they been selling us here- 
ore 


Copy Cup. 


CLOTHING MAKER 
SHOWS INTEREST 
IN FURNISHINGS 


Hart Schaffner & Marx Spon- 
sor Co-Operative Buying 


Hart Schaffner & Marx, Chicago 
clothing manufacturers, have decided 
to sponsor a plan under which co- 
operative buying of furnishings will 
be undertaken by many of the retail 
stores controlled by or affiliated with 
the manufacturing concern. 

The first meeting to initiate the 
project will take place in New York 
in May, it is reported. While a good 
deal of mystery surrounds the opera- 
tion of the plan and the ultimate ob- 
jective of Hart Schaffner & Marx, 
manufacturers of furnishings are 
exhibiting some nervousness over 
the situation. 

It is said that for the present the 


innovation will be confined to about | 


80 retailers, who have agreed to 
adopt the idea for their fall season, 
buying for which will begin in the 
immediate future, 
Are Big Advertisers 

Hart Schaffner & Marx have been 
consistent advertisers for many 
years. They did not, however, par- 
ticipate in the co-operative broadside 
taken by the Men's Apparel Group 


in two magazines recently” to sell” 


the general idea of better appear- 
ance to men and the products of in- 
dividual manufacturers in particu- 
lar. This advertising, incidentally, 
will probably become a semi-annual 
event. 

The company’s latest plan which 
is being supervised by Meyer Kes- 
tenbaum, in charge of retail activ- 
ities for the house, is explained as 
follows by a trade authority: 

“One of the surprising statements 
made by an official connected with 
the group is that each buyer will be 
permitted to select merchandise from 
his present sources of supply. This 
is contrary to the original plans, 
which included the purchase of fur- 
nishings by three regional managers. 

“This official asserts that while con- 
centrated buying may bring lower 
prices, conditions in each store dif- 
fer, and it would be better for the 
start, at least, if each buyer be 
allowed to purchase merchandise 
from whatever source he desires. 

The Chief Purpose 

“The main purpose of the coopera- 
tive move in the buying of furnish- 
ings for the Hart Schaffner & Marx 
controlled or affiliated stores, it is 
learned, will be to offer a_ better 
merchandising service to such estab- 
lishments which have not been enjoy- 
ing a highly satisfactory furnishings 
volume. 

“The group will include the fur- 
nishings buyers for several promi- 
nent organizations, who will be able 
to offer merchandising information 
to the other members. 

“It was decided not to include a 
greater number of stores than about 
30 in order that the problems for the 
first season should not be large. By 
steadily increasing the number of 
stores in the group, it was felt that 
a better job can be done. It is said 
there are about 200 stores controlled 
by Hart Schaffner & Marx, but some 
of these do not carry furnishings. 

“It is likely that although each 
buyer will select merchandise from 
his present sources for the ensuing 
season, the future will see a ten- 
dency toward concentration, espe- 
cially on staple merchandise, such as 
white broadcloth shirts, underwear 
and hosiery.” 


A. N. P. A. Officers 


New York, April 25.—(By Wire.) 
—Harry Chandler, of the Los Ange- 
les Times, was elected president of 
the A. N. P. A. at its closing session 
today. Mr. Ckxndler, frequently 
called “the most useful citizen of his 
city,” learned the newspaper busi- 
ness in New Hampshire as a deliv- 
ery boy. 

Mr. Chandler has been vice-presi- 
dent. 

Other officers #e: Howard Davis, 
New York Herald Tribune, vice- 
president; Walter M. Dear, Jersey 
City Journal, treasurer; George M. 


Harry Chandler 
Los Angeles Times, 
Elected President, A. N. P. A 


Rogers, Cleveland Plain Dealer, re- 
elected secretary. 

Re-elected directors: Charles A. 
Webb, Asheville (N. C.) Citizen; E. 
H. Harris, Richmond (Ind.) Palla- 
dium; S. R. Winch, Portland, Ore- 
gon Journal. 

New directors: John S. Parks, 
Southwest Times-Record, Ft. Smith, 
Ark.; W. E. Macfarlane, The Chi- 
cago Tribune; Edward H. Butler, 
Buffalo Evening News, retiring pres- 
ident. 

Holdover directors include J. D. 
Barnum, Syracuse Post-Standard; 
Hilton U. Brown, Indianapolis 
News; F. J. Burd, Vancouver Daily 
Province; Charles H. Taylor, Boston 
Globe. 


Unfettered Editor 
Ally of Advertising, 
Publishers Are Told 


New York, April 24.—The 44th 
annual meeting of the American 
Newspaper Publishers Association 
heard a note of optimism tonight 


— 


Howard Davis 
New York Herald Tribune, 
New Vice-President, A. N. P. A. 


when Julius Barnes, chairman of 
the President’s national business 
survey council, told 1,000 publishers 
from the United States and Canada 
that the business recession has been 
only an interlude. 

Mr. Barnes was the chief speaker 
at the ninth annual dinner of the 
association’s Bureau of Advertising, 
the social feature of the convention. 

He asked for a free hand for busi- 
ness mergers and abstention from 
too repressive control of public util- 
ities. 

Mr. Barnes lauded the co-opera- 
tion of journalism and advertising. 

“Journalism is subsidized in the 
United States,” he asserted, “but 
only by the free-will offering of ad- 
vertising, which thus finds a medium 
of salesmanship unequalled else- 
where. 

Confidence in Integrity 

“Yet there is complete confidence 
that no advertiser could unfairly in- 
fluence the presentation of news or 
the utterances of the editorial col- 


(Continued on Page 11) 


ices to a cigar maker. 


Considerable discussion has taken 


looms nearby. 


nine appeal. 


its officers and the Restop Realty 


suit under the Sherman law. 


“There isn’t a chance that Amos ” 


result of Lucky Strike copy offered the publications. 
is regarded as innocuous, while some other shows the picture of a woman, 
apparently harboring a presentiment of some impending evil. A shadow 


My Dear Mr. Kendall! 


n’ Andy will broadcast for any other 
advertiser than Pepsodent,” said Harlow P. Roberts, advertising manager 
of the Pepsodent Company, Chicago, following publication by an Eastern 
advertising paper that the famed team probably would transfer their serv- 


“Our contract with Correll and Gosden, which provides for their exclu- 


sive services on the air, has a long time to run and we have no intention 
of breaking it,” concluded Mr. Roberts. 


Advertise Lucky Strikes to Farm Women 


per field as the 


place in the farm 
me of the copy 


The “Prairie Farmer,” Chicago, declined the copy containing the femi- 


Charge Advertising Monopoly on Coast 


Los Angeles, April 25—Charging that the Foster & Kleiser Company, 
Company, a subsidiary, has established 
a monopoly in the outdoor advertising business in California, Washington, 
Oregon and Arizona, the Attorney General of the United States has filed 
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OPPORTUNISM TO 
RULE MAJESTIC 
ICE-BOX COPY 


Wanamaker Explains Advertis- 
ing Plans 


Opportunism will dominate the 
advertising policy of the domestic 
mechanical refrigerator to be put on 
the market within the next thirty to 
sixty days by the Majestic House- 
hold Utilities Company, newly or- 
ganized subsidiary of the Grigsby- 
Grunow Company, Chicago, manu- 
facturer of the Majestic radio. 

According to Duane Wanamaker, 
vice-president in charge of advertis- 
ing for both companies, this princi- 
ple played an important part in the 
successful merchandising of Majes- 
tic radios. 

Details as to construction and 
price of the new product will be 
withheld until production is started 
and the first advertising appears. It 
is understood that it will occupy a 
position in the refrigerator field sim- 
ilar to that Majestic radio fills in 
the radio field. With a moderate- 
price, high-quality product, and 
with the prestige of the Majestic 
trade name as an aid, the manage- 
ment hopes to sell the mass market 
in which the radio proved to be so 
popular. 

In commenting on the new com- 
pany, Mr. Wanamaker said :* 

Balances Operations 

“Radio demand is subject to sea- 
sonal fluctuation to some extent and 
the new activity, which will be at 
peak when the radio business is at 
ebb, will enable us to round out our 
operations, keep our sales and pro- 
duction forces intact throughout the 
year, and utilize our plant equipment 
continuously. 

“The new product will also give 
us the opportunity to realize upon 
our experience in merchandising the 
Majestic radio. In as much as the 
refrigerator, like the radio, will be.a 
seasonal specialty for the mass mar- 
ket, we propose to merchandise it in 
the same way. 

“Our plans for advertising the new 
product do not include a list or 
schedule, appropriating any definite 
amount, nor committing ourselves to 
inflexible policies. Newspaper adver- 
tising will be the foundation, and 
general magazine, outdoor and di- 
rect mail will all be important parts 
of the structure. 

“We put newspaper advertising 
first because we know we can get re- 
sults by acting from day to day on 
our interpretation of conditions in the 
various parts of the country. News- 
papers permit this quick concentra- 
tion of advertising where it is likely 
to produce results. 

Psychology of Masses 

“We have developed our advertis- 
ing practices through a study of the 
psychology of the man in the street, so 
that we will know at all times what 
he is thinking about and can connect 
his thoughts with our product. Events 
of important public interest have a 
great effect on demand for radios. 
We know from experience that at 
such times it is profitable for us to 
increase the advertising in certain 
sections, or throughout the country, 
as much as four or five hundred per 
cent for a few days. 

“We usually know a few days in 
advance when it would be advisable to 
increase the advertising temporarily. 
However, we have also discovered 
that a buying mood affecting a large 
part of the public, for which there is 
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no apparent reason, will sometimes 
develop unexpectedly. 

“Therefore, we watch sales reports 
very carefully and when they show a 
tendency for sales to increase, we 
immediately hit the sections where 
gains occur with a several-fold in- 
crease in advertising for several days 
and then hold the advertising at a 
high level as long as the response 
continues. 

“In the case of important sporting 
evens, elections, etc., that emphasize 
the importance of a good radio to the 
public, we have ample time to prepare 
suitable advertising and place it 
wherever conditions indicate. On 
other occasions, we have to work 
faster. 

Effect of Weather 

“For example, a cold wave in the 
Great Lakes region might confine 
people very closely to their homes for 
several days, during which time their 
thoughts would be likely to turn to 
their need of a modern radio. If we 
are going to profit fully from the sen- 
timent thus created, we need to act 
quickly, and newspapers make it pos- 
sible for us to do so. 

“We propose to take advantage of 
opportunities for advertising the re- 
frigerator in the same way. As an 
example, if a certain section of the 
country were affected by several days 
of extremely hot weather, it would 
immediately increase interest in re- 
frigeration, and this interest would 
continue for several days after the 
weather had moderated. We would 
meet this situation by an increase in 
our advertising.” 

Mr. Wanamaker has been fre- 
quently criticized for expressing the 
view that men do not read general 
magazines to the extent that is gen- 
erally believed and that such publi- 
cations are primarily mediums for 
women. Because of this opinion, he 
used magazine advertising sparingly 
in Majestic campaigns until about a 
year ago, when, he explained, he 
increased the use of this medium be- 
cause the time had passed when men 
had the deciding voice in the pur- 
chase of a radio. 

Will Use Magazines 

“As the refrigerator has more in- 
terest for women than for men,” said 
Mr. Wanamaker, “we will use maga- 
zines more freely for this product 


than we did in our early radio cam- 
paigns. 

“Magazine advertising not only 
carries the advertiser’s message, but 
it associates him.in the reader’s mind 
with stability and financial strength 
—a very desirable impression to leave 
when the reader is considering the 
purchase of a product that will be 
used a number of years and on which 
parts or service might be required. 

“We will use outdoor advertising 
extensively in the refrigerator adver- 
tising, as we have in the past for the 
radio. This medium fits our methods 
very well, because we prefer short, 
simple copy, and because it is popular 
with our dealers, with whom we co- 
operate without limit on a fifty-fifty 
basis on outdoor advertising alone. 

“We have 12,000 dealers throughout 
the country, and most of them will 
handle both products. Many of them 
are in the larger cities. Co-operative 
newspaper advertising, therefore, is 
a complicated proposition for us, and 
there is a tendency for the dealer, 
when he is just one of a large group, 
to feel that he is not in line to get the 
full return on his advertising invest- 
ment. 

Like Outdoor Advertising 

“On the other hand, dealers are 
enthused about our arrangement on 
outdoor advertising, as they consider 
it effective, it gives prominence to 
their place of business exclusively, 
they have their choice of locations in 
their neighborhood, where the full 
effect of the advertising is directed 
to their prospective customers. 

“Copy for the refrigerator adver- 
tising will follow the style we have 
used for the radio. We do not expect 
the advertising to do the entire sell- 
ing job; if it interests the reader to 
the extent of bringing her into the 
dealer’s store, it is successful. The 
text will emphasize the necessity for 
good refrigeration and link the idea 
with the Majestic product, without 
any technical arguments on the me- 
chanical advantages of our equip- 
ment. If the prospect is interested in 
such facts there will be ample time 
to cover them in connection with the 
selling effort.” 

Mr. Wanamaker’s 


career has 


served to give him a background of | this field. and planned to continue 


varied experiences and a thorough 
knowledge of human nature, which he 
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VICE- PRESIDENT IN 
CHARGE OF ADVERTISING 


Duane Wanamaker 


has turned to good account in his 
advertising work. 

His first job was as a reporter and 
advertising representative for his 
home town newspaper, The Sumter 
(South Carolina) Gazette. For some 
years he worked &s a reporter for 
newspapers in Augusta, New York 
and Worcester, Mass., when he could 
afford to, and as an advertising rep- 
resentative in those cities for various 
newspapers and magazines when 
necessity drove him to it. 


Delivered C. O. D. 


That he preferred journalism in 
those days is evident from his admis- 
sion that he arrived in Chicago 
twelve years ago on a “c. o. d. basis.” 
Shortly thereafter, he became manag- 
ing editor of the group of business 
papers published by the Trade Peri- 
odical Company, leaving after three 
years to free-lance as a publishers’ 
representative and advertising coun- 
selor. 

He was increasingly successful in 


the arrangement indefinitely, when 
chance took him to the office of the 
Grigsby-Grunow Company where, in 
the interest of one of his publishing 
connections, he discussed with 
Messrs. Grigsby and Grunow a con- 
templated advertising campaign on 
a radio that the partners were 
developing. 

To his surprise, Mr. Wanamaker 
received a call at his office the next 
day from Mr. Grunow, who wanted 
to know if he would be interested in 
becoming the small organization’s 
first advertising manager. 

Mr. Wanamaker was interested to 
the extent of going to work at once. 
That was less than four years ago, 
but the organization was then so 
small that the new advertising man- 
ager did not even have a stenogra- 
pher. Fortunately, he was a pretty 
good typist himself, and it didn’t 
matter much, anyway, for it wasn’t 
long before he had a platoon of 
secretaries. 

He was recently made vice-presi- 
dent of both the Grigsby-Grunow 
Company and the new subsidiary, in 
which role he will continue in active 
charge of the advertising of both 
companies. 


Agency Changes Name 


Wolf & Associates, St. Louis 
agency, have changed their name to 
Wolf, Sill & Hooper and have 
moved to 1722 Locust street. 

Additions to personnel include 
Jerome Sill, vice-president and Don- 
ald C. Hooper, research director. 


Frost to Europe 


A. G. Frost, vice-president of the 
Wahl Company, Chicago, sailed for 
Europe April 12. He will visit Ever- 
sharp dealers in Europe while 
abroad. 


Has Teleplex Account 


The Teleplex Company, New York, 
maker of telegraphic instruments, 
has placed its advertising with How- 
land, Oliphant & McIntyre, Inc., of 
that city. 


Three Thousand 
Buyers Respond 
to One Circular 


One thousand buyers from all over 
the country were waiting for the 
sales staff of Marshall Field & Co., 
wholesale merchandise, Chicago, 
when it arrived Monday morning at 
the special hour of seven o’clock to 
begin the first general sale ever held 
by the company, which was planned 
for this week in connection with the 
removal May 1 to the new Merchan- 
dise Mart, Chicago. 

Before the close of business for 
the day, a total of more than 3,500 
buyers had registered. The larger 
customers were represented by dele- 
gations of as many as 35 buyers. 

To help care for the record crowd, 
500 of the company’s road men were 
called in for emergency floor duty, 
the telegraph companies installed 
temporary offices in the company’s 
building, and arrangements were 
made with a caterer to serve buffet 
luncheons on the premises at all 
hours to employes and patrons. 

“Extemporaneous but very suc- 
cessful,” said D. J. O’Grady, adver- 
tising manager of the company. 

“We did not have time to prepare 
the publicity the occasion deserved; 
the principal announcement con- 
sisted of one circular mailing. The 
response, however, has been greater 
than we expected. 

Conservatism Pays 

“We think a good part of the 
credit for this result is due to the 
fact that we have always been con- 
servative in our advertising, and 
when we announced sensational bar- 
gains on all merchandise, the state- 
ment was accepted at face value by 
the trade.” 

The advertising department was 
one of the busiest in the organiza- 
tion during the sale week. Most of 
the buyers were independent mer- 
chants from towns and villages, who 
made it a point to plan their pub- 
licity at the same time they made 
their purchases. 

Theyg crowded about the booth on 
the main floor where several mem- 
bers of the advertising department 


——<= 
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O’Keefe for President 


The political pot is beginning 
to boil in anticipation of the 
convention of the Advertising 
Federation of America. The 
First District has recommended 
Major Patrick F. O’Keefe for 
president because of “his in- 
tense interest in and his un- 
selfish devotion to organized 
advertising.” 


were on hand to show the mats, show 
cards, banners, streamers and price 
tags that had been specially pre- 
pared. The mats of large newspaper 
advertisements, which were fur. 
nished without charge, particularly 
interested the dealers. In comment- 
ing on this fact, Mr. O’Grady said: 

“The national reputation for 
quality general merchandise built up 
during many years, together with 
the consumer advertising carried in 
national magazines by the Marshall 
Field & Co. retail store in Chicago, 
give the dealers an excellent foun- 
dation on which to base publicity 
featuring their purchases at the 
Marshall Field removal sale. 

“Their interest in the advertising 
indicates that, as progressive mer- 
chants, they propose to stimulate 
after-Easter business with extra 
publicity.” 


A. F. A. Appointments 


Joseph H. Appel, of John Wana- 
maker, New York, has been ap- 
pointed treasurer of the Advertis- 
ing Federation of America, succeed- 
ing H. R. Swartz, president of R. 
Hoe & Co., resigned. 

Edgar Kobak, vice-president of 
the McGraw-Hill Publishing Co., 
New York, succeeds the late J. H. 
Bragdon, of the same organization, 
as a member of the board. 


Advertising Advertisers 


The Chicago Herald and Exam- 
iner is advertising its advertisers 
through the use of posters. Among 
the local advertisers whose daily ap- 
pearance in the Herald and Exam- 
iner is being featured in poster ad- 
vertising are Marshall Field & Co., 
The Hub, the Davis Company and 
Carson, Pirie, Scott & Co. 


WHAT'S IN FASHION? 


Directed by 


AMOS PARRISH 


46 


GOOD NEWSPAPERS 


for National 


Albany Times-Union 

Akron Times Press 

Atlanta Georgian 

Baltimore News 

Buffalo Courier-Express 
Chicago American 
Cincinnati Post 

Cleveland Press 

Columbus Citizen 

Dayton Herald 

Detroit Times 

Fort Worth Press 

Hartford Times 

Houston Press 

Los Angeles Examiner 
Macon Telegraph 
Minneapolis Tribune 
Milwaukee Wisconsin News 
New Orleans Times-Picayune 
New York Evening Journal 
Oakland Post Enguirer 
Oklahoma City News 
Omaha Bee-News 


Advertisers 


Peoria Journal-Transcript 
Pittsburgh Press 
Portland Oregon Journal 
Portsmouth Daily Times 
Racine Times-Call 
Rochester Journal 

St. Louis Star 

St. Paul Dispatch 

St. Petersburg Times 
San Antonio Light 

San Diego Sun 

San Francisco Examiner 
Seattle Star 

Sioux City Tribune 
Syracuse Journal 

Toledo News-Bee 

Topeka Daily Capital 
Utica Daily Press 
Washington Times » 
Wichita Eagle 
Wilmington Every Evening 
Worcester Evening Post 
Youngstown Telegram 


(Combined daily circulation—more than 5,000,000) 


HEY and their readers know what's in fashion. 


Why? 


Because these newspapers feature and promote 
“What's in Fashion’”—the daily fashionfact service 


directed by Amos Parrish. 


AMOS PARRISH & CO. 


580 FIFTH 


AVENUE =- 
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YORK 
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15,000 Doctors 
Use Parke, Davis 
Copy Portfolio 


Detroit, April 24—The campaign 
of Parke, Davis & Co., the world’s 
largest manufacturers of pharma- 
ceutical products, stands out as a 
clean-cut example of legitimate and 
authentic publicity, beneficial to the 
advertiser, the public and the medi- 
cal profession. 

For 63 years, this dignified house 
felt strongly that it should hold to 
the same code of ethics as physicians 
themselves as far as advertising was 
concerned. The loss of the good- 
will built up among doctors was re- 
garded as one possibility when ad- 
yertising was undertaken two years 


0. 
“The results of the campaign in 
The Saturday Evening Post, The 
Literary Digest, Collier’s, Time, 
Good Housekeeping, The Woman’s 
Home Companion and Hygeia have 
been numerous, 

Mothers have walked into doctors’ 
offices with their children, in some 
instances bringing one of the adver- 
tisements, and requesting varieties 
of treatment ranging from tetanus 
antitoxin to the Shick test. 

Teachers, nurses, boards of health 
and students are constantly demand- 
ing sets of proofs. They are mailed 
out with a booklet on preventive 
medicine called “Fortresses of 
Health,” designed to show parents 
how the physician is equipped to 
guard children’s health against 
many of the diseases which were 
formerly considered a corollary of 
childhood. 

A portfolio containing reprints of 
the advertising was issued a few 
months ago and 15,000 physicians 
have requested the book for their re- 
ception rooms. 

Parke, Davis & Co. give the Black- 
man Company, New York agency, 
credit for locating many dramatic 
leads which have been used in the 
copy, the main purpose of which has 
been to point out the intricacies of 
many diseases and the danger of 
self-diagnosis or treatment. 

R. G. Sickles, advertising man- 
ager of Parke, Davis & Co., said that 
the campaign will be continued 
through 1930. 


Baltimore House 
Gets Medical 
O. K. of Copy 


New York, April 24.—“This prod- 
uct and advertisement accepted by 
the American Medical Association” 
is a statement that may ultimately 
appear as a part of many advertise- 
ments, providing those products 
have received the A. M. A. stamp of 
approval, according to F. J. Hub- 
bard, New York, sales manager for 
Sharp & Dohme, manufacturing 
chemists of Baltimore, who have 
adopted this policy in their adver- 
tising program. 

; In a full page advertisement pub- 
lished this month in The Saturday 
Evening Post announcing Hexylre- 
sorcinol, a new antiseptic, this 
phrase appeared as part of the copy. 
Mr. Hubbard explained that the 
advertisement had been approved 
Prior to its publication. The cam- 
paign is handled by the J. Walter 
Thompson Company, with Dr. John 
B. Watson the account executive in 
charge. 

_ Other magazines in the general 
list include McCall’s, Delineator, 
Ladies’ Home Journal, Woman’s 
Home Companion and Hygeia, as 
well as numerous medical and trade 
papers, the latter reaching retailers 
handling medicinal products. 

Though Hexylresorcinol has been 
on the market for about two years, 
until this month it was not adver- 
tised in the general magazines. 

Lee D. Temperton is advertising 
manager of the company. 


To Advertise Pewter 


_M. W. Carr & Co., West Somer- 
ville, Mass., manufacturers of Carr 
raft pewter and other gift mer- 
chandise, have placed their account 
with Badger and Browning, Boston. 


- FAMOUS LUNCHEON WHERE SPACE SALESMEN HEARD HOW 
OTHER FELLOW DOES IT 
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Standing, Left to Right—Wade Arnold, N. B. C.; Robert Rankin, W. H. Rankin Co.; Frank Silver- 
nail and E. R. Hitz, N. B. C.; Gilbert T. Hodges, New York Sun; William H. Rankin; William Bar- 
row, New York Herald Tribune; Thomas H. Walker, New York Telegram; Walter Drey, Forbes; 


William E. Mackee. 


Sitting—B. T. Butterworth, New York Times; Harry Brown, New York Evening Post; “Hub” Fair- 
child, New York Sun; Mr. Sayre; Mrs. E. M. Goudiss; Campbell Wood, Director Utility Sales, Kel- 
vinator Corp.; Dr. C. Houston Goudiss, Forecast School of Cookery; Fred Hale, New York Journal ; 
George Flannagan, New York World. 


Space Sellers 


Do Their Stuff 
As Rivals Listen 


New York, April 24.—For the 
first time in the history of American 
newspapers eight salesmen stood up 
in an open meeting and solicited a 
national advertiser for lineage or 
lineage increases. The occasion was 
a luncheon at the St. Regis hotel 
given by Dr. C. Houston Goudiss, of 
the Forecast School of Radio Cook- 
ery, to J. S. Sayre, sales manager of 
the Kelvinator Corporation, Detroit. 

The newspaper men w2re invited 
at the expressed desire of Mr. Sayre 
who outlined the advertising plans 
of Kelvinator. The first man to talk 
was B. T. Butterworth of the Times, 
who exhibited a letter from the Kel- 
vinator export division speaking of 
the splendid returns from continen- 
tal countries as a result ‘of the 
world-wide distribution of the New 
York Times. His talk was a bit per- 
functory, as the Times is already 
carrying heavy Kelvinator lineage. 

The next solicitation came from 
Harry Brown of the Evening Post 
who knowing that the Sun would 
follow him, said little of circulation, 
but stressed the high quality of the 
Post’s readers. 

Hub Fairchild of the Sun spoke 
next and as he had the lineage, took 
only half of his allotted two min- 
utes to assure Mr. Sayre the Sun 
has 95 per cent of the coverage in 
New York City. 

The World was in a position of 
having neither the lineage nor the 
circulation, so George Flanagan 
spoke of the great value of reader 
interest in the World’s food pages, 
and how they are carrying the bulk 
of the Campbell soup lineage in New 
York City. 

Following, in rapid _ succession, 
came Fred Hale of the Journal who 
wanted the lineage and expected to 
get it, Tom Walker of the Telegram 
who concentrated an hour’s sales 
talk into two minutes, and William 
Barrow of the Herald Tribune who 
said that his paper used to carry 
Kelvinator lineage and was the first 
paper to recognize the household 
value of electrical refrigeration edi- 
torially. 

From the satisfied smile on Mr. 
Barrow’s face after a private talk 
with Mr. Sayre it is surmised that 
he reached his objective. 

One of the best impromptu talks 
of the afternoon came from Walter 
Drey, vice-president of Forbes Maga- 
zine, who sold Mr. Sayre space in 
his paper from the institutional 
angle. 

Mr. Sayre in his turn thanked the 
men for their talks, complimented 
the papers carrying the lineage now 
and assured the papers “on the out- 
side” that the New York district is 
producing a fine volume of business, 
and their chances of getting on the 
list are good. 

He also said that in the fall of 
1930 there would be a doubling of 
newspaper lineage. 

The last speaker was E. Houston 
Goudiss of the Forecast School of 


Cookery who commented on the tre- 
mendous increase in demands for 
Kelvinator recipes from newspaper 
advertising and over the radio, and 
of the extreme care taken in the 
planning and testing of the home 
recipes. 


The meeting was presided over by 
William H. Rankin, president of the 
William H. Rankin Company, who 
acted as timekeeper for the talks 
and referee in any disputes that 
might arise. 


Westinghouse 
to Salute Cities 
in Radio Series 


Pittsburgh, April 24.—The salute 
to the industries which the Westing- 
house Electric & Mfg. Co. has been 
broadcasting over the N. B. C. radio 
chain weekly since last November 
has been so successful that it has 
been decided to extend the idea with 
a series of salutes to the cities. 

Chicago is the first city to be thus 
honored, and it will be the subject 
of a radio salute on June 3. While 
the exact program has not been 
worked out, it is certain that Chi- 
cagoans will have no reason to feel 
ashamed of the presentation of the 
greatness of the World’s Fair city 
of 1933 which Westinghouse will 
arrange. 

Details of the “salute” program, 
which is regarded as the most suc- 
cessful thus far developed for an ad- 
vertiser with a message to business 
and industry, are in the hands of 
the Cleveland advertising agency of 
Fuller & Smith. 


With Cincinnati Agency 

Eldred H. Hubner has foresworn 
special advertising research to join 
the copy staff of the Key Advertis- 
ing Company, Cincinnati. 


No. 7 of a serie: 


TOURIST CRITICS 


—COUNT KEYSERLING, et al. 
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AMERICA 


AS SEEN BY A 
VISITING CRITIC 


Monotonous scenery 


Provincial people Bum plumbing 
No history Bum hotels 
No culture No pep 


Money grabbers 


No writers but Jack 
London and Ralph 
Waldo Trine 


NoactorsbutTom Mix 


EUROPE 


AS SEEN BY AN 
AMERICAN CRITIC 


Old and shopworn 


Bum drinking water 
Bum food 
Bum cigarettes 


Bum castles and mu- 
seums. 


—MR. BABBITT 


Sa European critic 


comes to America. The American 


critic goes abroad. They return 


with their game bags filled. 


Filled with a fine, rare collection 
of fairy tales and nonsense. 

To wit, at your left. 

They continue to nourish these 
fantastic countries in their minds 
until a Lewis Mumford comes along 
with a few whiffs of reality and 
blows them away. He does it in 
Scribner's Magazine for May, and 
very neatly. 


Would you be slightly surprised, 
for instance, to learn that Europe 
was almost as American as America 
and that America was almost as 
European as Europe? 

Don't be too hasty in answering. 
Read Mr. Mumford first. 
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When the Part Is 


Greater Than the Whole 


The whole is greater than any of 
its parts, mathematically, but not 
necessarily from a marketing stand- 
point. One finds renewed demonstra- 
tion of this fact in the distribution 
of 500,000 cameras by the East- 
man Kodak Company in celebration 
of its fiftieth anniversary. Half a 
million twelve-year-old children will 
be started on a picture-making jour- 
ney with the slogan, “Kodak as you 
go.” 
This is not to say that there is not 
plenty of sound, sincere sentiment in 
Mr. Eastman’s gift, a characteristic 
gesture which will undoubtedly pro- 
duce full appreciation and good-will 
on the part of the boys and girls 
who will benefit directly. But it is 
good business just the same, and the 
company itself has pointed out why. 

With 500,000 more users of Kodaks 
in the field, making pictures and 
printing and developing them, and 
buying more film for the purpose of 
making more pictures, the results in 
terms of additional business can 
hardly fail to make the distribution 
of the anniversary cameras profit- 
able. 

This is by no means a new idea. 
The manufacturers of safety razors 
found out a long time ago that they 
would make more by selling their 
products at low prices, and thus 
creating a bigger and bigger mar- 
ket for blades, than by distributing 


a limited number of razors at $5. 
Now a razor manufacturer would be 
justified in subsidizing a user to em- 
ploy his product exclusively, in order 
to tie up the blade business; and 
that is pretty nearly what is being 
done. 


An electrical expert figured out 
recently that it would pay the public 
utilities to install electrical appli- 
ances free in the homes of all its cus- 
tomers who would agree to use them. 
The return on the total investment 
of the company, based on the largely 
increased use of current, would be 
enormously increased by this simple 
device. Trade considerations will 
prevent any such daring method of 
increasing consumption of electrical 
current from being employed, but 
the figures show that it would be 
financially sound. 


With the parts-and-supplies busi- 
ness getting to be such a controlling 
factor in so many businesses, it 
seems certain that more and more 
attention will be paid to the develop- 
ment of legitimate opportunities for 
increasing the number of users, 
through reducing the cost of the 
original equipment, or wiping out 
the user’s initial investment entirely. 
When the full significance of this 
idea is grasped, there is going to be 
a real rush to advertise new plans 
through which to put it into effect. 


What Becomes of the Good Slogans? 


The current discussion of the ori- 
gin of the world’s best slogan, “Say 
it with flowers,” reminds one that a 
lot of good slogans drop out of sight 
after limited use, just as a lot of 
poor ones seem to linger on in spite 
of being inept, hard to remember 
and non-exclusive. 


“Say it with flowers” tops the list 
of all advertising slogans because it 
is short, easy to remember and tied 
up with the product it is intended to 
advertise. And, in addition, it slips 
easily into colloquial speech, and is 
given many an appropriate twist 
which adds to its pungency and cur- 
rent use. 


Now and then, however, an adver- 
tiser develops what seems to be a 
good slogan, only to drop its use 
after a comparatively short time 
This is not fatal, for few slogans 
are absolutely vital to the advertis- 
ing campaign, though they may help 
a great deal through summarizing in 
vivid style the theme of the copy. 


Just why they are dropped is hard 
to explain; advertising agencies tell 
frequently of checking back over pre- 
vious advertising of new clients, to 
find ideas for whole campaigns, basic 
themes, slogans and other good ma- 
terial in work which was produced 
once and then discarded long before 
its usefulness had been exhausted. 


We have wondered, for instance, 
at the slight attention which is being 
given these days to “Keep that 
school-girl complexion,” the slogan 
which Palmolive used so tellingly for 
a number of years. It may still be 
employed by Colgate-Palmolive-Peet, 
for all we know; but certainly it is 
not as conspicuous as it was, and 
we wonder why. Is it that modern 
women prefer a more sophisticated 
appearance than is suggested by the 
descriptive of school-girl? But there 
must be many to whom this appeal 
would still be effective. 


“Keep that school-girl complexion,” 
it may be argued, is not an ideal 
slogan in the sense that “Say it with 
flowers” is good. It has no direct 
tie-up with the product, though the 
implication is there. It might pos- 
sibly be applied to competitive prod- 
ucts, though the advertising that 
Palmolive gave it pretty well dis- 
posed of that consideration. 


We are probably wrong, but we 
think that “Keep that school-gir! 
complexion” is too good a slogan to 
be allowed to fall into a condition of 
what Grover Cleveland once de- 
scribed as innocuous desuetude. If 
a danger of this kind is threatening, 
we hereby appeal to the advertising 
department of the company to pro- 
ceed at once to the rescue! 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


80. Church Weeklies—The Jacobs 
List. 

A loose-leaf portfolio of 40 pages 
which describes the conditions com- 
mon to all of the 40 denominational 
religious papers making up the 
Jacobs list and gives additional facts 
applying to the individual papers. 
Published by Jacobs & Co., Clinton, 
S. C. 


79. What Kind of People Are 
Methodists? 

The Philip Ritter Company, Inc., 
has made a survey of the subscrib- 
ers of the Christian Advocate, Cin- 
cinnati, to identify them by profes- 
sions, home-ownership, cars owned, 
population groups, ete. 


78. Advertising the Waste Places 

An interesting presentation of the 
idea of making better use of the 
advertising space available on en- 
velopes, with special reference to 
the use of color. Envelope Manu- 
facturers’ Association of America, 
New York. 


77. The Modern Mailing Method 

A 40-page booklet describing the 
theory and application of the combi- 
nation envelope in the mailing of 
catalogs. An interesting feature is 
an index. Duplex Onvelope Corpora- 
tion, Chicago. 


71. Time’s Circulation. 

A 50-page booklet presenting a 
composite picture of Time’s readers 
by an analysis of the circulation, an 
account of the method employed in 
obtaining subscriptions and a sum- 
mary of advertising carried for sev- 
eral years. 


72. Analysis of Products and 
Brands Carried by Seed Deal- 
ers. 

Results of a survey by Seed World, 
Chicago, covering the activities of 
dealers in this field in the merchan- 
dising of many lines other than 
seeds, from baby chicks and bee sup- 
plies to stock remedies and weed de- 
stroyers. 


73. Progress in Vocational Educa- 
tion. 

A 40-page pamphlet reviewing the 
progress in Vocational Agriculture 
from 1917 to 1927, a government de- 
partment bulletin; deals with the 
nation wide scope of this rural edu- 
cational program, its growth, meth- 
ods employed and results achieved. 
Distributed by Better Farm Equip- 
ment and Methods, St. Louis. 


74. Dealer Influence in the Auto- 
mobile Industry. 

The influence of a publication in a 
specified industry is described in an 
interesting way by this unusual 
booklet. Published by Christian 
Science Monitor. 


75. Advertisers’ Extra of Life. 


This is a special 56-page issue of 
Life for advertising men. If any of 
them think that humor is without 
any specific function, he may learn 
otherwise by a perusal of this vol- 
ume. “Laugh while you learn,” as 
the publishers say. 


76. The Intelligence Factor in Ad- 
vertising. 

The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


— 
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SALES LETTER 
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The New Yorker 


“Dear Sir: We are sorry to hear you didn’t like our Wagner pro- 
gram and that you are having trouble with your lubrication system. In 
this weather we suggest you use a lighter oil. We shall give you Victor 
Herbert on the April 30 Hour and about May it would be all right to 


switch to a heavier oil. 


Yours truly, SUNSHINE OIL COMPANY.” 


Voice of the Advertiser 


Why Newspapers Should 
Give Merchandising Help 


To the Editor: It is the writer’s 
positive feeling that in offering 
space to advertisers the newspaper 
is in the same relative position as 
we or any other manufacturer of- 
fering certain products for sale to 
the public. 

In the same way that we and 
other manufacturers are using space 
in newspapers to promote the sale of 
our wares, it is similarly to the best 
interests of any newspaper to “ad- 
vertise the advertising” of its clients 
with the trade. It stands to reason 
that the success of a campaign, con- 
tributed to in no small degree by the 
service the paper renders, is the best 
kind of an advertisement that any 
newspaper can bring to bear as a 
means of attracting additional busi- 
ness. 

There is a plus value to the news- 
paper by virtue of the prestige that 
it creates with the trade upon which 
its representatives call in the inter- 
est of a client. This contact must 
build up in the minds of dealers a 
greater regard for the standing of 
that newspaper than would other- 
wise be the case. 

A definite responsibility rests on 
newspapers to service clients to the 
best of their ability, in the same 
sense that we are responsible for 
making the handling of our brands a 
profitable venture for the dealer. 
The interest of the newspaper cer- 
tainly goes far beyond that of mere- 
ly printing the copy. 

The failure of an advertising 
campaign is certainly an adverse re- 
flection on the newspaper carrying 
the advertising. Can a newspaper 

o~d to place itself in such a posi- 
tion? 

In the final analysis there is a 
mutuality of interest between the 
newspaper and its clients that makes 
merchandising service by the former 
of paramount importance. 

The amount and kind of service 
which can legitimately be expected 
depends on the methods employed by 
the manufacturer and the conditions 


peculiar to his business. An adver- 
tiser spending $10,000 in one paper 
is certainly entitled to a far greater 
amount of service than one spending 
$1,000. 
WILLIAM L. RuBin, 

Adv. Mgr., General Cigar Co., New 

York. 


* * * 


Who First Used 


Teaser on Radio? 

To the Editor: In your April 12 
issue you carried a story on the first 
radio teaser advertising. 

Last October we used a teaser for 
a week before the initial radio pro- 
gram and newspaper announcement. 
The product advertised was Hy-Red, 
a new brand of gasoline marketed by 
the Midwestern Petroleum Corpora- 
tion of Indianapolis. 

Between every program on the air 
all day and night the announcer 
said, “Hy-Red,” as if greeting a red- 
headed person. This teaser adver- 
tising aroused a lot of curiosity and 
helped this advertiser to get away 
to a flying start. 

OAKLEIGH FRENCH, 
Sando Adv. Co., Indianapolis. 


* * * 


Who Has Back Copies 


of Advertising Age? — 


To the Editor: We have a copy 
of Vol. 1, No. 10 (March 15) of 
ADVERTISING AGE, and we are anx- 
ious to secure copies of earlier is- 
sues so that our file will be complete. 
We note you cannot send us these 


back numbers and we are therefore 


venturing a suggestion. 


It is that a notice be placed in ~ 
ADVERTISING AGE that the first nine © 
issues are needed in the New York — 
Public Library’s file and that it will © 
be greatly appreciated if readers — 


who no longer need their copies will 
donate them to us. 

We shall be grateful for any as- 
sistance anyone may render in se 
curing copies of these missing is 
sues. 

E. H. ANDERSON, 

Director, N. Y. Public Library. 
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DRIVE STARTED 
AGAINST SPORT 
ENDORSEMENTS 


Commission Calls Conference 
of Manufacturers 


Washington, April 24.— Deter- 
mined to “end graft in American 
sport,” the Federal Trade Commis- 
sion has launched a vigorous cam- 
paign to wipe out the practice of in- 
ducing athletes to endorse the prod- 
ucts of sport goods concerns, 


To this end, about fifty leading 
companies have been requested by 
the commission to send representa- 
tives to a conference, May 7, at 
White Sulphur Springs, W. Va., 
where it is proposed to adopt a set 
of rules designed to end the endorse- 
ment system. 

Such a development would mean 
a drastic cut in the income of such 
stars of the sport world as Babe 
Ruth, Horton Smith, Johnny Farrell 
and Gene Sarazen. Even some of 
the amateurs would be affected. 


It is estimated that Babe Ruth 
alone derives an annual revenue of 
$25,000 by indorsing various arti- 
cles, including food and clothes, as 
well as sport equipment. 

The commission apparently is con- 
fining the present probe to houses 
dealing in athletic goods. Whether 
concerns in other lines will be in- 
cluded later was not made known. 


Issued secretly by M. Markham 
Flannery, director of the trade prac- 
tices conferences of the commission, 
the calls to attend the White Sul- 
phur Springs session was addressed 
to the “golf, baseball, and general 
athletic goods industry.” 


Says One Paid $370,000 

“Last year one sports goods com- 
pany paid $370,000 in athletic 
graft,” said the notice. 

“This conference will eliminate 
this graft. Its purpose is to give 
all sports goods companies an oppor- 
tunity to participate in deliberations 
which will eliminate all unfair, 
wasteful and grafting practices.” 

Specific practices cited were: 

“Giving athletic equipment to per- 
sons engaged in sport on condition 
they use only the equipment of the 
concern giving such goods, or recom- 
mend its equipment. 

“Secretly paying or subsidizing 
athletes to use only the equipment 
of particular concerns. 


“Advertising that the winners of 
competitions used the goods of a 
particular concern without noting 
the obligation to use such equip- 
ment. 


“Giving athletic equipment to 
those employed in positions of trust 
as instructors or advisers on condi- 
tion that the goods be recommended 
by such persons. 

“Use of names of prominent ath- 
letes on goods not used by these 
athletes. 


“Advertising that an athlete de- 
signed certain equipment, when such 
is not the fact.” 

Under the code of rules contem- 
plated the Federal Trade Commission 
would proceed against a_ sports 
goods house upon the complaint of 
a rival. The athlete also probably 
would be summoned. Garland F. 
Ferguson, Jr., commission chairman, 
1s to preside at the conference. 


Prepare for Election 


Herbert V. Prochnow, president of 
the Chicago Financial Advertisers, 
has appointed the following nomi- 
nating committee in anticipation of 
the annual meeting May 14: 


E. A. Hintz, Peoples Trust & 
Savings Bank, chairman; J. Mills 
aston, Northern Trust Co.; Guy 
- Cooke, First National Bank; Carl 
Gode, Continental Illinois Bank & 
Trust Co.; Fred Mathison, Security 
Bank of Chicago. 


When Is Boycott 
Not a Boycott, 
Asks Ky. Body 


Louisville, April 24.—The Asso- 
ciated Industries of Kentucky, made 
up of the larger employing indus- 
tries of the state, championed the 
cause of outdoor advertising in its 
current bulletin, and intimated that 
the methods employed by the Ken- 
tucky Federation of Women’s Clubs 
are at least as questionable as the 
alleged evils they are fighting. 

Cc. C. Ousley, secretary of the 
Associated Industries, said in “The 
Weekly Bulletin,” under the heading 


“When is boycotting not boycot- 
ting”: 
“The Kentucky Federation of 


Women’s Club apparently continues 
to be shocked because some adver- 
tisers believe outdoor advertising is 
valuable to them. It looks now as if 
Federation members are no longer 
going to use a cigarette or pipe or 
whatnot which isn’t advertised where 
the members think it ought to be. 
The chairman of the Federation’s 
‘Restriction of Rural Outdoor Ad- 
vertising Committee’ is out with a 
letter in the newspapers saying they 
ain’t doing anything ‘in a spirit of 
boycott,’ and in the next breath 
springing the following: 

“‘Organizations are asked to take 
three steps in our campaign against 
roadside advertising: 

“‘First—To pledge to favor the 
products not advertised on the land- 
scape. 

“*Second—To publish this action 
in the local press. ’ 

“<Third—To send a statement of 
this action to the firms using rural 
billboards in their community.’ 


“Some months back the Weekly 
Bulletin quoted a Washington bu- 
reaucrat as telling the business men 
of the country they were not familiar 
with their onions when they used 
billboards for advertising. 


“Seemingly the federal gents who 
get their living out of taxpayers’ 
pockets are keeping up their pas- 
time of selecting the proper adver- 
tising mediums for the peepul. The 
Kentucky Federation’s restriction 
committee proceeds to follow up its 
trio of rules, just quoted, by adding: 


“‘An encouraging feature of the 
work is the attitude of the Bureau 
of Public Roads, Washington, against 
roadside advertising. The opinion 
of this bureau is that the first step 
in any plan for roadside beautifica- 
tion must be the elimination of 
advertising signs not only along the 
right of way, but also from private 
property along the right of way.’ 

“The Weekly Bulletin here has 
done the underscoring, so its readers 
can picture that time when the 
Washington bureaucrats will place a 
jar of goldfish, a floor lamp and a 
reclining chair every hundred feet 
along the roadside.” 


23 New Members 
Added by St. Louis 


Twenty-three new members have 
been added to the Advertising Club 
of St. Louis in a membership drive. 


They are J. H. Swann, advertising 
manager, Provident Chemical Works; 
A. E. Cornitis, F. Weber Co.; Oscar 
B. Fischer, sales manager, Falstaff 
Corp.; Alvin Griesedieck, vice-presi- 
dent, Falstaff Corp.; Thomas K. 
Kopplin, advertising manager, Brown 
& Hall Supply Co.; Ray L. Moyer, 
Ruthrauff & Ryan; Sperry Brown, 
Friedman-Shelby Shoe Co. 


Thomas W. Parry, Jr., St. Louis 
News Service; Charles Elam, Fried- 
man-Shelby Shoe Co.; L. C. Eulberg, 
Central States Mfg. Co.; W. A. 
Pickerel, Kline’s; Roland Weber, R. 
E. Weber Motor Co.; Darwood 
Sheriff, Commercial Blue Print Co.; 
J. O. Yeager, Remington-Rand; H. 
I. Clay; A. B. Hendry, Station WIL; 
George Weber, Jr., Weber Imple- 
ment & Auto Co.; Clyde K. Murphy, 
Blackwell-Wielandy Co. 


M. J. Grossman, Steinberg’s; H. 
A. Dawley, president, Federal Ad- 
vertising Co.; Harvey Frohlichstein, 
Angelica Jacket Co.; John Higgin- 
botham, director of sales, Cyrus 
Crane Willmore Organization; H. 
W. Pirie, Pirie Studio. 


Three Campaigns 
Planned by Wales 


The Wales Advertising Company, 
New York, is supplementing a cam- 
paign in women’s magazines with 
newspaper advertising for the My- 
T-Fine Corporation, formerly the 
D. & C. Co., Brooklyn. Papers in 
New England, the East and South 
will be used. 

The same agency will start a cam- 
paign for the Sonotone Corporation, 

ew York, in metropolitan news- 
papers, and gradually expand to 
other sections. The Sonotone is a 
new aid to hearing. 

Wales will use spring and fall 
schedules for the Territorial Hotels 
Co., Honolulu, operating three 
houses. 


Appointed by Goldman 


Leo J. Feeney has become man- 
ager of the direct advertising de- 
partment of the Isaac Goldman 
Company, New York. He has been 
with the Washington Post, among 
other advertising organizations. 


A. B. P. Applicant 


School and Society, New York, is 
entitled to describe itself as an 
applicant for membership, the Audit 
Bureau of Circulation, Chicago, an- 
nounces. 


Put the News in 
Your Lead, Says 
Roy Howard 


Atlanta, April 24.—‘What I like 
in a salesman is brevity,” Roy How- 
ard, chairman of the board, Scripps- 
Howard Newspapers, said in the 
current issue of “The Red Barrel,” 
published by the Coca-Cola Com- 
pany. 

“To my mind the same rules 
which govern a good salesman are 
those followed by a good newspaper 
reporter. Every good newspaper 
story is written in recognition of 
the fact that the American public 
are headline and first paragraph 
readers. 

“When a man bought an evening 
newspaper 25 years ago he bought 
it for news, ‘ts information and for 
the ente~’x.ament it would furnish 
the entire family for the evening. 
With the distractions of today, a 
man may give his newspaper a ten- 
minute reading. 

“Every newspaper story, there- 
fore, must be written so that a busy 
man with a very limited time can 
get the high spots in a few minutes. 

“Salesmanship should follow these 


Roy W. Howard 


general principles. I want the man 
who is trying to sell me to lay his 
facts on the table in a few words. 
When he thus states his proposition 
frankly, he inspires my confidence. 

“If the most outstanding fact in 
a sales presentation will not capture 
the prospect’s interest, the details 
will not.” 


EVEN’ 


IN 


DIAMONDS ARE 


PR 


BEAUTIFUL CASES 


Other worth while things like your catalogs, sales literature and letters, are further 
enhanced by proper presentation in good envelopes. The impression you are trying to 
create is intensified when your mail matter arrives in sturdy, attractive envelopes. Your 
prospect, sensing the high valuation you place upon such messages, is favorably 
impressed and more susceptible to influence. 


ESENTED 


Every business is in need of just such “impression factors” as this. Many of them, 
unfortunately, sacrifice the advantage of forceful presentation by exercising false econ- 
omy in paying too little attention to, and too little money for, their envelopes. 


Every catalog, booklet, letter or other piece of mail matter can be made more effective 
through the subtle influence of Good Envelopes upon the recipient. 


ENVELOPES 


are just Good Business 


TRY THIS! take your colored pencils and rough 
in some color in the above envelope design. 
See how effectively you can make your 
envelopes a dominating advertising medium. 


ENVELOPE MANUFACTURERS’ ASSOCIATION OF AMERICA .. . 19 WEST FORTY-FOURTH STREET, NEW YORK CITY, NEW YORK 
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President Has 
Right to Bar 
Foreign Goods 


Washington, April 24.—A decision 
of the Court of Customs and Patent 
Appeals has directed attention to 
the fact that the President of the 
United States has the authority to 
fix import duties on foreign products 
or even to exclude them from entry 
whenever he finds that unfair 
methods of competition exist in their 
importation. 

Such an order was issued on April 
22, 1926 on the plea of the Bakelite 
Corporation, New York. In confirm- 
ing this order, the Court quoted 
from the report of the finance com- 
mittee of the Senate to the latter 
in 1922: 

“The provision relating to unfair 
methods of competition in the impor- 
tation of goods is broad enough to 
prevent every type and form of 
unfair practice and is therefore a 
more adequate protection to Ameri- 
can industry than any anti-dumping 
statute the country has ever had.” 


Exhibit Paintings 
by Miss Woodside 
The B. K. Elliott Company, artists 
materials, Pittsburgh, is displaying 
the work of Miss Anna J. Woodside 
in its galleries. Miss Woodside re- 
ceived the Camilla Robb Russell 
water color prize in the 1930 exhibit 
of the Associated Artists, also win- 
ning the third prize for oil paint- 
ings. 


Joins Key Agency 
Nathan P. Glueck has joined the 
production department of the Key 
Advertising Co., Cincinnati. He has 
published a syndicated magazine 
service. 


AQUATICS 


A Monthly Business paper de- 
voted to the Development and 
Operation of Swimming Pools 
and Beaches. 

Published in affiliation with 
AMUSEMENT PARK 
MANAGEMENT 
Send for sample copy 
and market analysis to 


Hoffman Publications, Inc. 
Dept. C, 114 E. 32 St., N. Y. C. 


IS ADVERTISING 
TO BE PREEMPTED 
BY YOUNG MEN? 


Federation to Get Answer by 
Survey 


New York, April 24.—Following 
completion of the Detroit survey of 
advertising personnel, the Advertis- 
ing Federation of America has 
decided to extend this analysis to 
the nation. Letters asking the co- 
operation of clubs and associations 
which are members of the A. F. A. 
went out from headquarters this 
week. 


The survey will be under the 
direction of Nathaniel W. Barnes, 
who is now giving all of his atten- 
tion to the Federation’s research. 

“When President Younggreen saw 
the significant information which 
‘The Advertising Man of Detroit’ 
reveals,” said Professor Barnes, “he 
directed us to proceed at once with 
a national survey of men and women 
engaged in advertising. 

A Study of Men 

“As Gilbert T. Hodges pointed out 
in his introduction to the Detroit 
survey, almost every phase of adver- 
tising has been the subject of scien- 
tific study except the human being 
back of the advertising. We now 
propose to study him. 

“The results will be worth a great 
deal to individual advertising men 
in checking up on their own careers, 
to executives who employ advertis- 
ing personnel, to educational institu- 
tions which seek to prepare men for 
advertising, to youngsters who want 
to enter the field, and to advertising 
clubs which are working to dignify 
advertising among the vocations.” 

One of the most interesting phases 
of the Detroit study was'that having 
to do with the ages of the 581 
advertising men who returned the 
questionnaires, the average being 
fixed at 33.9 years. This study 
might prove disheartening to those 
who observe that the years continue 
to roll along without regard to one’s 
personal inclinations. 


“However,” observed the survey, 
which has just been issued in book 
form, “this study is confined to one 
city, and that one notoriously ‘a 
young man’s town.’ 

“There is also a reasonable pos- 
sibility that a selectivity introduced 
by the questionnaire method influ- 
enced results on age because of the 
greater willingness of younger per- 
sons to send in returns, although 
there is no specific evidence of this. 


Advertising Is Young 


“There is a circumstance, however, 
which might cause a predominance 
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THE 
SEED TRADE 


serving more than 41,000,- 
000 customers through 
Seed, Hardware stores and 
other dealer trade in the 
agricultural and horticul- 
tural fields. 


May we furnish you with 
a survey of what Seed 
World readers sell? Here 
is a trade which is anxious 
to sell additional lines. 


This information on re- 
quest. Ask for this survey, 
which has just been com- 
pleted. Mention line in 
which you are interested. 


1018 S. Wabash Ave. 


SEED WORLD 


CHICAGO, ILL. 
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Cuart 6. Ace Distripution or Detroit 


of youth in the advertising world in 
general. Advertising is far from 
stabilized, and because of its recent 
rapid expansion, is at present draw- 
ing an unusual proportion of young 
men. Even with the present-day 
complexities, the advertising busi- 
ness is comparatively young itself 
and the men engaged in it have had 
very little opportunity to grow old 
in the business. 

“If the preponderance of youth is 
due to the demands of a rapidly 
expanding occupation, the absorp- 
tion of the increasing number of 
young men seeking admission will 
be impossible unless the field con- 
tinues to expand at an equally rapid 
rate. While a bright future is in 
prospect for the advertising world, 
its rate of future expansion is prob- 
lematical. 

“If, on the other hand, the young 
age levels are to be explained by a 
peculiar characteristic of advertising 
work which demands qualifications 
possessed only by youth, then appar- 
ently well established advertising 
men may be in insecure positions.” 

The survey explains that there is 
a considerable variation in the 
average age of individuals engaged 
in each type of work. 

“The youngest group is that of 
assistant account executives, with an 
average age of 24 years,” it said. 
“The oldest group is that of print- 
ing executives, with an average age 
of nearly 41. 


Young Men, Big Jobs 

“As in other types of business, 
there is positive correlation between 
age and importance of position, the 
assistants beingconsiderably younger 
than the directing group. Yet fur- 
ther examination of the detailed 
table reveals the fact that there are 
a surprisingly large number of 
younger persons in the more impor- 
tant positions and conversely that 
in the lesser jobs there are a con- 
siderable number of older persons. 

“This discovery tends to support 
the theory that the youthfulness of 
the average man in advertising is 
related to the nature of the work 
and that this vocation demands 
qualifications which are more often 
found in very young men than in 
persons of middle age. 

“While it has been the impres- 


ADVERTISING MEN. 


sion that copy-writers are a young 
group, the average age for this 
group is 31.5 years, only slightly 
under the average for the total, 
which is 33.9. Copy-writers are on 
the average an older group than 
several others, including media- 
research men, artists and general 
creative men. The higher age of 
copy-writers is further emphasized 
when one bears in mind that in the 
cases of production, media, and ad- 
vertising managers, the assistants 
are classified separately from the 
heads of departments, and that in 
the case of copy we have but one 
classification combining the appren- 
tice with the seasoned wrtier. 

“On the whole, the executive 
seems to be the oldest type; print- 
ing executives, agency heads, mis- 
cellaneous executives, sales-adver- 
tising managers, advertising man- 
agers, publishers’ representatives 
and art directors are the oldest 
groups in the order named. The 
creative group, which includes the 
first seventeen positions shown in 
Chart 7, is on the whole the youngest 
element among advertising person- 
nel, the buying, selling and miscel- 
laneous groups being slightly older.” 


Huber Promoted 
by Scripps-Howard 


Ray A. Huber, assistant business 
manager of Scripps-Howard News- 
papers, has been appointed acting 
business manager of the New York 
Telegram. 

A. L. Picard, of Picard, Bradner 
& Brown, New York agency, has 
become advertising manager of the 
Telegram, succeeding Harrison C. 
MacDonald, recalled to classified 
advertising director for all Scripps- 
Howard newspapers. 


Advertiser Changes Name 

Effective May 1, the Stromberg 
Motor Devices Co. will become the 
Bendix Stromberg Carburetor Co. 
The company is moving from Chi- 
cago to South Bend. 


To Represent “Times” 

The Sawyer-Ferguson Company 
has been appointed national adver- 
tising representatives of the Chi- 


cago Times. 
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Advertising Is 
King’s Messenger 
Says Collier’s 


New York, April 25.—‘‘Messenger 
to the King” is Collier’s graphic de- 
scription of the function of modern 
advertising. The May 3 issue of 
that magazine will carry an edi- 
torial by William L. Chenery under 
that title. It says in part: 
“Advertising, essentially, is the 
awakening of human desire. There 
is no stronger force in this new 
world of ours. 


“The successful advertisement 
makes you crave new things. The 
motive is frankly commercial but 
the consequences reach far beyond 
trade. 


“Though the purpose of an ad- 
vertiser is primarily to sell his 
goods, the by-products of his efforts 
have had prodigious effects upon our 
opinions, our standards of taste, our 
habits, and even upon our picture 
of a good life. 

“Contrast our familiar life of 
today with that of any other time 
and people and you get a vivid 
impression of what advertising has 
done for us. 

“We arise in the morning and we 
bathe. Why? Merely because soap 
makers have taught us the impor- 
tance of cleanliness. Frequent wash- 
ing is a new habit. Not even nobles 
and kings of the Middle Ages were 
addicted to the bath. Queen Eliza- 
beth’s courtiers could go days with- 
out the benefits of water. We 
learned the habit from the soap 
men. 

Two Essentials 


“The advertiser contrives the pic- 
ture and tells the story, and we 
behave as he foresees we will. He 
succeeds, however, only when he 
- the truth. Sincerity is essen- 
tial. 


“No advertisement can be eloquent 
enough to induce people repeatedly 
to buy a shoddy article, or to believe 
a lying story. Man is still a think- 
ing and deciding animal. 

“What has differentiated our 
country from all others is the exist- 
ence of national advertising. Only 
in the United States have truly 
national magazines been established. 
In the United States at least 40,- 
000,000 people, the literate upper 
third, are magazine readers. 

“Through the medium of these 
nationally distributed publications, 
industry has been able to communi- 
cate with the entire American 
people. Measured by the material 
standards of living, there are no 
provinces in America. What the 
metropolis wants is also current 
style in the remotest village. 


“The old kings and aristocrats 
have departed. In the new order 
the masses are master. Not a few, 
but millions and hundreds of mil- 
lions of people must be persuaded. 
In peace and in war, for all kinds 
of purposes, advertising carries the 
message to this new king — the 
people. 

“Advertising is the king’s mes- 
senger in the day of economic de- 
mocracy. All unknowing, a new 
force has been let loose in the world. 
Those who understand it will have 
one of the keys to the future.” 


Million Private Planes 


Predicted by Parlin 
That there will be 1,000,000 pri- 
vately owned planes in the United 
States at some not-distant time was 
predicted by Charles C. Parlin, head 
of the commercial research depart- 
ment of the Curtis Publishing Com- 
pany at a luncheon in Chicago April 
21. Mr. Parlin said that the prob- 
lem of aviation is that of every 
other business—to reduce produc- 
tion costs by increasing volume. 
number of advertising men 
attended the luncheon and heard 
Mr. Parlin describe his air tour of 
20,000 miles. 


Joins St. Louis Agency 

John D. McEwen, for several 
years with the Capper Publications, 
has me vice-president of the 


Anfenger Advertising Agency, St. 


Louis. 
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ADVERTISING AGE 


—— 


ADVERTISING TO 
STOCKHOLDERS 
IS ESSENTIAL 


Experts Study Diffusion of 
Ownership 


New York, April 23.—There has 
been considerable interested com- 
ment here among financial and ad- 
vertising experts on the tendency 
toward more widespread distribu- 
tion of the stock of the large cor- 
porations and the effect of this 
movement on advertising. Both 
classes of commentators agree that 
the importance of intramural adver- 
tising, so to speak, to a company’s 
own stockholders is getting to be 
more and more important. Most of 
the leading companies have more 
stockholders now than at the height 
of the bull market last year. 

“When stockholders of a single 
large company,” said the head of a 
large advertising agency, who pre- 
ferred not to be quoted directly, 
“are equal in number to the popu- 
lation of a good-sized city, it means 
that this company has a definite 
advertising relationship to its stock- 
holders which should not be 
ignored.” _ 

Some of the larger companies have 
already begun to enlist the aid of 
their advertising departments and 
advertising agencies in the prepara- 
tion of the material which they send 
to their stockholders, in connection 
with annual statements, dividend 
checks, and the like. Many others 
still overlook what it is now be- 
lieved is an important opportunity 
from both a sales and advertising 
standpoint. 


Institutional Advertising 

“The wide distribution of our 
stock,” said the secretary of one 
large company, as quoted in Albert 
W. Atwood’s article in the current 
issue of The Saturday Evening Post, 
“is one of the best and most con- 
servative means of _ institutional 
advertising which we could under- 
take. 

“We spend considerable sums in 
the current magazines to carry the 
message of our accomplishments 
and ideals of service. Naturally, our 
message through these advertise- 
ments and through our quarterly 
pamphlets to stockholders, as well 
as our annual reports, has its most 
attentive, interested and sympathetic 
audience among our own stockhold- 
ers,” 


An interesting feature of the dis- 
cussion of what larger groups of 
stockholders mean from the stand- 
point of advertising and sales work 
has to do with the fact that women 
are now a very large group in the 
investor class. Through inheritance 
and by purchase, as well as through 
the distribution of the proceeds of 
life insurance, they are steadily in- 
creasing in number and importance. 


Women as Stockholders 

It is now pointed out that since 
women purchase a large part of the 
goods which are consumed in the 
home, their presence as stockholders 
makes it especially important that 
they be advised regarding the prod- 
ucts of the company in which they 
hold shares. 

“The change is welcomed by cor- 
porations whose product is pur- 
chased by women,” said Mr. Atwood 
in his article, “for they are the 
Ousewives and therefore the direct 
purchasers of many commodities. 


“I recently asked an official of 
Swift & Co. why their stock was 
being split four for one, and among 
the reasons given in reply was that 
many housewives and domestic serv- 
ants might be able to buy the small 
new shares.” 

American Telephone & Telegraph 
Company has 500,000 stockholders. 

he Pennsylvania Railroad has 
200,000 stockholders. There are a 
number with more than 100,000. 


BEATING THE GAME 


4a’ * 
‘ ots 


Bruce Barton 


St. Louis, April 22.—Bruce Bar- 
ton, chairman of the board of 
Batten, Barton, Durstine & Osborn, 
New York, was the speaker at to- 
day’s meeting of the Advertising 
Club of St. Louis. 

Mr. Barton, however, spent the 
day in New York. His appearance 
here was by virtue of a talking 
motion picture in which he dis- 
cussed the justification of advertis- 
ing. 

Mr. Barton has just returned from 
a jaunt to Europe. 


Cut in Tariff 
on Narrow Lace 


Creates Storm 


Washington, April 24—Hundreds 
of telegrams protesting the action 
of the tariff conferees on removing 
the Senate increase on narrow laces 
are being received by members of 
the conference committees. 


Senator Smoot (Rep.), of Utah, 
Finance Committee chairman, has 
received between 400 and 500. Rep- 
resentative Hawley (Rep.), of Sa- 
lem, Oreg., chairman of the Ways 
and Means Committee, has received 
several hundred, while Representa- 
tive Bacharach (Rep.), of Atlantic 
City, N. J., has received nearly 1,000. 


All the protests represent the do- 
mestic lace industry “as nearly 
ruined now,” and urge reconsidera- 
tion of the action removing the addi- 
tional specific duties on narrow 
laces, stating unless this is done the 
business faces a “severe depriva- 
tion.” 


The telegrams are from New 
York, New Jersey, Connecticut and 
Rhode Island lace centers. Senator 
Hebert (Rep.), of Rhode Island, was 
author of the amendment for the 
higher lace rates which has been 
eliminated in conference. 


Action of congressional conferees 
on the lace paragraph of the tariff 
bill as announced by clerks of the 
conference, leaves the bulk of the 
laces at the House rate of 90 per 
cent. The Senate language for addi- 
tional specific duties on narrow laces 
and lace nets and netting, which was 
publicly protested in France and 
was reported a contributing factor 
in French automobile tariff increases, 


was stricken from the bill by the|C 


conferees. 


However, the conferees retained a 
proviso, to be phrased by tariff com- 
mission experts, which, it was an- 
nounced, will classify at 75 per cent 
narrow laces in hose clocking or 
clockwork. 


Stamp Paper Sold 
Robert H. Hay has sold Stamp 
Trade News to the Lightner Pub- 
lishing Corp., Chicago, which will 
change the name to Marking Devices. 


These groups, with their families, 
represent millions of consumers. 
Advertising experts predict that 
there will be more advertising di- 
rected to them, as stockholders of 
their respective companies, from 
now on than has been in evidence 
heretofore. 


Explain Consent 
Decree in Weed 


Tire Chain Case 


Wilmington, Del., Apr. 24—The 
decree recently signed by District 
Judge Hugh M. Morris, of the Dis- 
trict Court for the District of Dela- 
ware, restraining the sale of “Weed 
tire chains at prices less than the 
current normal retail list prices at 
which Weed tire chains are sold by 
dealers to the public,” in the par- 
ticular territory involved was 
signed only after all parties to the 
suit had consented thereto, accord- 
ing to court records. 


So-called “consent decrees,” it has 
been ruled, partake rather of the 
nature of a contract between the 
parties than of a judicial decree, and 
therefore bind the parties, but no 
one else. Courts have decided that 
a consent decree “is not strictly a 
judicial decree, but rather in the 
nature of a contract entered into 
with the solemn sanction of the 
court. It is not res adjudicata. As 
a contract, it binds all the parties 
to the consent, and their privies, but 
no one else.” 

The decree entered by Judge Mor- 
ris in the case, entitled American 
Chain Company, Inc., v. Gamble 
Stores, Inc., and Gamble Skogmo, 
Inc., enjoined the defendant from: 


Retail Price Upheld 

A. Selling Weed tire chains at 
prices less than the current normal 
retail list prices at which Weed tire 
chains are sold by dealers to the 
public in territory where defendants 
maintain their retail stores and 
from advertising Weed tire chains 
for retail sale to the public at less 
than such current normal retail list 
prices; 

B. Selling or aiding others in sell- 
ing antiskid tire chains having gray 
side chains and bright yellow or 
brass-plated cross chains except 
Weed tire chains made by the plain- 
tiff, and from selling cross chains 
brass-plated or finished in bright 
yellow except Weed cross chains 
made by the plaintiff, provided, how- 
ever, that nothing contained in this 
paragraph shall prohibit or apply to 
the sale by the defendants, of any 
antiskid tire chains or cross chains 
which the defendants have in their 
possession at the date of this de- 
cree; 

C. Selling to customers as Weed 
tire chains, Tiger chains or other 
tire chains made or sold by de- 
fendants; 

D. Advertising or displaying 
Weed tire chains as an inducement 
to the public to purchase Weed tire 
chains from defendants and induc- 
ing or causing such customers to 
accept in the place thereof other 
makes of tire chains including Tiger 
chains having gray side members 
and brass-plated cross chains. 


Burbach Heads 


Nominating Group 

George M. Burbach, advertising 
director of the St. Louis Post- 
Dispatch, is chairman of the nomi- 
nating committee of the Advertising 
Club of St. Louis. In selecting 12 
candidates for the board of gov- 
ernors, he will be assisted by 
Arthur E. Schanuel, R. Fullerton 
Place, Douglas Williams and Sidney 


arter. 
The club’s election will be held 
May 19. 


Detroit, Cleveland 
Agencies Affiliate 


George Harrison Phelps, Inc., 
Detroit, and C. Bryan’s, Inc., 
Cleveland, have affiliated and the 
combined resources of the two or- 
ganizations will be available for all 
phases of marketing. 

The facilities of the Outdoor 
Advertising Association of America 
have also been retained. 


“Register” Is Out 

The 1930 edition of the Standard 
Advertising Register has been issued 
from New York headquarters. The 
new volume contains 100 pages more 
than last year. A new and valuable 
feature is the indication, in man 
instances, of the size of the adver- 
tising appropriation. 


$ 100,000,000 1s 
6. E, QUOTA ON 
REFRIGERATORS 


Leads Field in Household 
Sales 


Columbus O., April 24.— The 
General Electric Company sells more 
household refrigerators than any 
other company in the field, Walter J. 
Daily, manager of the sales promo- 
tion division, electric refrigeration 
department, told the Ohio Farm 
Bureau here. 


“The electric refrigeration depart- 
ment of the General Electric Com- 
pany was established January 1, 
1927, with two men,” said Mr. Daily. 
“Today we have 16,000 people. Our 
sales in 1927 ran about $11,000,000; 
in 1928, they totaled $30,000,000. 
They trebled in 1929 and in 1930 
will be well over $100,000,000. 


“It took us about one year and 
seven months to lead the household 
refrigeration field—to sell more 
household refrigerators than any 
other manufacturer. An interesting 
fact in this connection is that the 
average age of the men heading this 
business is 38. This suggests that 
youth may have had something to 
do with our success.” 


To Spend Six Million 


Mr. Daily said that the advertising 
appropriation this year is $6,000,- 
000. This appropriation will do a 
bigger job than the average because 
the company’s distributors and deal- 
ers pay 50 per cent of practically 
every advertising activity which 
affects them. This 50-50 method ap- 
plies to almost everything except the 
magazine program, involving $1,500,- 
000. 

Nearly every large newspaper in 
the United States is used for adver- 
tising. All phases of outdoor adver- 
tising are utilized. Twenty-four 
sheet posters are supplemented with 
high-spot painted boards and spec- 
tacular electric signs. Saturday- 
night radio programs are another 
feature. About $1,500,000 will be 
spent for direct mail this year, while 
advertising novelties are extensively 
used. 


“We consider magazines and news- 
papers as advertising and the re- 
mainder of our activities as sales 
promotion,” explained Mr. Daily. 


“We give dealers and distributors 
a 60-page prospectus telling them 
who should buy our products and 
urging them to locate these prospec- 
tive buyers. We tell the dealer to 
classify the prospects and to keep a 
record of every call that is made. 


Educating the Dealer 

“The material provided for the 
dealer has five separate headings. 
One class gives the dealer all the in- 
formation he should have about the 
refrigerator and its mechanism. 
Another shows him how to organize 
his business. A third covers store 
arrangement and display. The fourth 
shows him how to pave the way for 
his salesmen and the fifth makes 
suggestions for closing the sale.” 

Mr. Daily summed up in these 
words: 


“We don’t know just what makes 
people buy, but we do know that 
when enough people form a favor- 
able opinion of a product, the cash 
register will ring. We cannot say 
that any one form of advertising is 
the best to smooth the salesman’s 
road. But we know that if we con- 
stantly hammer away with every 
sales weapon at our command, we 
will see results.” 


Joins Denver Club 


A new member of the Advertising 
Club of Denver is Miss Nell L. 
Rainey, who recently established art 


y | studios in that city. Miss Rainey 


is also writing continuity for a radio 
feature for Station KLZ. 


Crain Addresses 


Wisconsin Students 
G. D. Crain, Jr., publisher of Class 
& Industrial Marketing and ADVER- 
TISING AGE, spoke before the senior 
class in advertising of the Univer- 
sity of Wisconsin, Madison, April 24. 
Mr. Crain’s subject was “Co-ordi- 
nating Advertising with Industrial 
Marketing.” 


“Chronicle” Issues 


Anniversary Number 

The Johnson City, Tenn., Chronicle 

issued a 45th anniversary edition on 

April 20 to commemorate the city’s 

birthday. The special edition con- 

tained 100 pages. A feature was six 
eight-page rotogravure sections. 


Joins Four A’s 
The Charles Daniel Frey Com- 
pany, Chicago, has been elected to 
membership in the American Asso- 
ciation of Advertising Agencies. 


Anti-Chain Store 
Legislation 
Analized 


e 


An informative and timely 
report in the May issue of 
The New Era in Food Dis- 
tribution. Send for a copy. 


a 


FOOD TRADES PUBLISHING CO., Ine. 
37 West Van Buren Street, Chicago 
295 Madison Avenue, New York City 

681 Market Street, San Francisco 


This Magazine Stands 
Alone 


It is the only magazine de-. 
voted to managing summer 
and winter resorts, perma- 
nent camps, dude ranches, 
country clubs, and the like. 
It reaches more than 10,000 
leading owners and man- 
agers. Let us tell you more 
about it. 


ESORTS 


Patterson Publishing Co. 
5 South Wabash Avenue 
CHICAGO 


Also publishers of The American 
Restaurant Magazine — the recognized 


authority in its field. 


TELEPHONES 
CALEDONIA 
6741-6742-6743 
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ADVERTISING AGE 


April 26, 1939 


—— 


Advertising Experts 


Honor Carl Rollins 

Carl Purrington Rollins, of Yale 
University Press, was the guest of 
honor at a dinner at the Advertising 
Club of New York April 22, a num- 
ber of distinguished advertising men 
turning out to pay tribute to Mr. 
Rollins’ achievements. 

The guest list included Earnest 
Elmo Calkins, Lucien Bernhard, Bur- 
ton Emmett, Gordon Aymar, Frank- 
lin Booth, Vaughn Flannery, Fred- 
erick Goudy, Dr. Henry S. Canby, 
Harry Roberts, and Frederic Nel- 
son Phillips. 


Two Join A. N. A. 


New members of the Association 
of National Advertisers are the 
Paramount Famous Lasky Corpora- 
tion, represented by Charles E. Mc- 
Carthy, director of public relations; 
and the Weyerhaeuser Forest Prod- 
ucts, St. Paul, represented by C. L. 
Hamilton, secretary and advertising 
manager. 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
h ee! and 


receiving without additional charge a 
complete sales service—directory, 


daily information bulletin and list- 
ing of your literature. 

Let_us help you get your share of 
one hund lion spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, Ill. 


Pierces 
THE WALLS 
of the 
Advertising World 
Advertising 
Procedure 


By Otto KLeppNer 


President, The Kleppner C&, Inc. 
Advertising Agency, New York 


Presents a thorough, up-to-date 
treatment of the subject, and 
pierces the walls of the advertis- 
ing world, to show how ideas are 
transformed into “copy.” 


The book is practical. It is writ- 
ten by an experienced advertis- 
ing man and is based upon the 
Advertising Spiral. This Spiral isa 
very simple principle, but it clari- 
fies the most important part of 
perertoing, the creating of the 
idea, 


Profusely illustrated. Contains 
tabulated charts, a glossary of 
advertising terms, and a bibli- 
ography. 

539 pp., 6 x 9, $5.00. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn St. 


ADVERTISING AGE 
537 S. DearBorn 
Cnicaco, ILL. 
Gentlemen: 


IN accordance with your offer, you may 
send me a copy of 


CHICAGO 


Kleppner’s 
Advertising Procedure 


Within FIVE days, I will either remit 
a eae, oF return the book 
you. 
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New York, April 24.—April adver- 
tising in general magazines amounted 
to $21,861,446, compared with $18,- 
686,588 for March, and $21,071,636 
for April, 1929, according to the 
current statistics of National Adver- 
tising Records. 


The feature of the magazine situa- 
tion was the increased confidence 
indicated by the automotive indus- 
try, which spent $2,453,729 in April, 
compared with $1,695,871 in March. 

Farm papers tapered off in April, 
with $1,095,248 against $1,227,716 
for March and $1,140,383 for April, 
1929. 


Advertising in general magazines 
for the first four months of 1930 
amounted to $69,777,369; for the 
first quarter of 1929, $68,171,976; 


Magazines Carried 
More Copy in April 


and for the corresponding period of 
1928, $62,901,947. 

The largest magazine advertisers 
in April were drugs and _ toilet 
goods, $3,864,865; foods and bev- 
erages, $3,137,100; automotive, 
$2,453,729; house furniture and fur- 
nishings, $2,203,637; building mate- 
rials, $1,244,596; soaps and supplies, 
$1,083,971; travel and amusement, 
$1,028,107. 

The magazine figures are based 
on 15 women’s magazines, 22 flat 
magazines, 18 standard magazines, 
25 general and class magazines, and 
15 weeklies and semi-monthlies. 

The farm figures are based on 
American Farming, Capper’s Farm- 
er, Country Gentleman, Country 
Home, Farm Journal and Successful 
Farming. 


How College Men 
Are Developed 
Into Salesmen 


Pittsburgh, April 24.—The Alumi- 
num Cooking Utensil Company, of 
Kensington, Pa., which sells direct 
to the consumer, employs from 1,500 
to 2,000 college salesmen each year 
as summer representatives, Arthur 
P. Miller, specialty sales manager, 
told the Pittsburgh Personnel Asso- 
ciation. 

The company usually establishes 
contact with the college man during 
his sophomore or junior year. This 
is done through a general agent in 
each college. 

“Our records of the college man, 
covering his educational qualifica- 
tions, courses taken, etc., and his 
record with our concern are kept on 
a file card and an information blank 
is attached to that file’ card,” said 
Mr. Miller. 


“The type of work which these 
men do is of such a nature as to sift 
out the men who are easily discour- 
aged. It takes a man with consider- 
able determination and more than 
average ability to withstand oppo- 
sition and hard knocks to handle the 
work successfully. The ‘Wear-Ever’ 
sales job helps a considerable num- 
ber of college men over this diffi- 
cult period because the college man 
knows he can return to our sales 
work, and make a satisfactory re- 
turn on his time while investigating 
the opportunities open to him. 

“Our organization requires addi- 
tional personnel each year. In order 
to insure getting what we need it is 
necessary that we employ many 
more than we shall be able to use. 
As a means of protecting the men 
who do not make a permanent connec- 
tion with our organization, we have 
established contacts with a number 
of outside concerns who value the 
training given the ‘Wear-Ever’ spe- 
cialty man during his summer with 
us. We have been highly gratified 
at the progress made by men who 
received their initial training from 
us and have later gone with other 
organizations. 


Testing the Applicant 


tions which we ask the college sales- 
man in our initial interview to help 
us to decide whether or not he has 
a good chance to succeed in sales 
work. 


“We ask the prospect whether or 
not he has done any debating. We 
are not interested in debating ex- 
perience as such, but in learning 
whether or not the presentation of 
the subject or the rebuttal appealed 
most to him. 


“We prefer the man who has to 
work his way through school in 
order to stay there. Work, we think, 
is largely a matter of habit and if 
the young man has developed this 
habit early in life it gives him a 
distinct advantage.” 

Mr. Miller said that other com- 
panies which recruit their sales or- 


ganizations largely from college men 


“We have developed some ques-’ 


are Westinghouse, General Electric, 
Bell Telephone, the Philadelphia 
Company and the Firestone Tire & 
Rubber Co. 


Chansie Heads 
Committee on 


A.F.A.Program 


New York, April 24,— Bennett 
Chapple, vice-president and director 
of publicity for the American Roll- 
ing Mill Co., Middletown, O., has 
become general chairman of the 
program committee for the Wash- 
ington convention of the Advertising 
Federation of America. 

Mr. Chapple succeeds Francis H. 
Sisson, of the Guaranty Trust Co., 
New York, who will be one of the 
speakers at the Washington meeting 
and preferred not to do double duty. 

A. F. A. headquarters has received 
word that arrangements for the con- 
vention are rapidly being perfected 
by the Advertising Club of Wash- 
ington. 

James W. S. Hardey, chairman of 
the reception committee, will estab- 
lish offices both at the Union Station 
and at headquarters hotel. 


Other committee chairmen ap- 
pointed by President Johnston, of 
the Washington club, include Nor- 
man C. Kal, banquet and ball; Allen 
DeFord, registration; C. Melvin 
Sharpe, transportation; Charles J. 
Columbus, managing director of the 
club, liaison. 


A. B. P. Changes 


Its Headquarters 


Effective May 1, the New York 
headquarters of the Associated Busi- 
ness Papers, Inc., will be moved to 
295 Madison avenue. Seven member 
publications are moving their East- 
ern offices to the same floor. 

They are The National Provisioner, 
Concrete, National Real Estate 
Journal and Buildings and Building 
Management, all of Chicago; Confec- 
tioners Journal, Philadelphia; and 
Furniture Record and Furniture 
Manufacturer, Grand Rapids. 


Janesville Has Agency 


George A. Jones Advertising, Inc., 
is a new agency in Janesville, Wis. 
Mr. Jones was formerly with the 
First Wisconsin National Bank of 
Milwaukee and at one time was in 
charge of the advertising service de- 
partment of the Janesville Gazette. 


O. K. Sales Contests 


At a round table discussion of “Do 
Sales Contests Pay?” the Milwaukee 
Sales Managers’ Association decided 
that men will work harder for dis- 
tinction than for money. Stirring up 
competition among the salesmen 
themselves, creates a winning spirit. 


Has Drug Account 


The Medical Products Corp., New 
York, manufacturer of ethical drug 
products, has placed its foreign ac- 
count with Jordan Advertising 


Abroad, of that city. 


Shoddy Product 
Unable to Stand 
Publicity Glare 


Canton, O., April 24.—“Advertis- 
ing has been and will continue to 
be one of the greatest single factors 
in the development of American 
business,” Herbert W. Hoover, pres- 
ident of The Hoover Company, said 
in an interview with Sturges Dor- 
rance, president of Dorrance, 
Sullivan & Co., New York. 


“Honestly administered under 
present day standards,” said Mr. 
Hoover, “advertising is a great force 
in widening the demand for worthy 
products. Continuous advertising is 
proof supreme to the buying public 
of the merit of merchandise so 
called to its attention.” 

In commenting on advertising as 
a force in American business and as 
a powerful, constructive weapon in 
periods of business recession, Mr. 
Hoover went on to say: 


Backed by Merit 


“Fortunately for the consumer, 
advertising as well as merchandis- 
ing success is dependent upon the 
performance or the merit of the 
article involved. 


“Advertising, while a powerful 
sales stimulant for merchandise of 
merit, is a useless and wasteful ex- 
pense unless merit backs up every 
claim made for the product. 


“Long since has the public learned 
this truth and, protected and en- 
couraged by truth in advertising 
standards of publishers has grown 
accustomed to look for and to accept 
with assurance of satisfaction arti- 
cles kept continuously before its 
gaze in the columns of its favorite 
newspaper or magazine. 


“Just as no article of questionable 
merit can be continuously adver- 
tised, so no sales policy for a 
meritorious article can be most 
profitably developed without the 
support of comprehensive advertis- 
ing.” 

The Hoover Company is one of 
the pioneers in the manufacture of 
vacuum cleaners. Advertising has 


major factors contributing to the 
development of an_ international 
market for its product. The com- 
pany has an annual advertising 
appropriation of well over half a 
million dollars. 


Winners of Gibson 
Award Entertained 


Twenty salesmen of electrical ap- 
paratus, winners of the Gibson 
award for 1929, were ote of the 
Westinghouse Elec. & Mfg. Co., at 
East Pittsburgh, during a ten-day 
inspection tour of the Westinghouse 
industries April 7 to 17. 

Beginning in 1927, every salesman 
employed by a jobber handling West- 
inghouse products has been eligible 
for the annual award, embracing the 
trip, $50 in gold and a certificate of 
merit. 


Culbertson Joins 


“Billboard’s”’ Staff 
R. J. Culbertson, formerly of the 
Curtis Publishing Company, has be- 
come national advertising manager 
of The Billboard, Cincinnati. 
George F. Williams has been pro- 
moted to Eastern manager of The 
Billboard, whose New York offices 
will be moved to 251 West 42nd 
street. 


Gladding Joins 


“People’s Monthly” 


George M. Gladding has joined 
People’s Popular Monthly, Des 
Moines, and will cover Michigan and 
Northern Ohio from Detroit. He has 
been with the Detroit office of the 
New York World. 


O’Neil Opens Office 
William J. O’Neil, formerly art 
director of Young & Rubicam, New 
York agency, has opened his own 
office at 9 East 38th street as a free- 
lance art director. 


Join Sound Studios 


John Valentine has joined the 
Sound Studios, New York, as assist- 


ant sales manager. Charles Hatha- 
way has become account executive. 


been from the beginning one of the N 


———< 


Coming 
Conventions 


April 28-30—Canadian 
Assn. at Toronto. 

May 3-4—Oregon State Advertis. 
ing Clubs at Eugene. 

May 4-6—Semi-annual meeting of 
Association of National Advertisers 
at French Lick, Ind. 

May 5-7—Spring meeting Assogi- 
ated Business Papers, Inc., at White 
Sulphur Springs, W. Va. 

May 9-10—Advertising Affiliation 
at Buffalo. 

May 15-16—American Association 
of Advertising Agencies at May- 
flower Hotel, Washington, D. C. 

May 16—Outdoor Advertising 
Assn. of Kentucky at Louisville. 

May 18-22—Advertising Federa- 
tion of America at Washington. Also 
affiliated organizations. 

May 19-20—Outdoor Advertising 
Assn. of Ohio at Neil House, Colum- 
bus. 

May 20—Merchandise Manufac.- 
turers Advertising Assn. at Wash- 
ington. 

May 21-22—Outdoor Advertising 
Assn. of Michigan at Flint. 

May 21—National Foreign Trade 
Convention at Los Angeles. 

May 25-31—Advertising Achieve- 
ment Week on Pacific Coast. 

May 26-27—Outdoor Advertising 
Assn. of New York at Ten Eyck 
Hotel, Albany. 

June 8-10—Fourth District, Ad- 
vertising Fed¢ration of America, at 
Miami, Fla. 

June 16-21—Lithographers Na- 
tional Assn. on St. Lawrence River 
steamer. 

June 16-24—National 
Assn. at Milwaukee. 

June 16-19—International 
of Display Men at Chicago. 

June 21-25—Advertising Associa- 
tion, Inc. (Great Britain), at Hast- 
ings, England. ‘ 

June 22-25—Twelfth District, Ad- 
vertising Federation of America at 
Spokane. 

June 30-July 1—Southern News- 
paper Publishers Assn. at Asheville, 

~ C. 


Press 


Editorial 


Assn, 


Denver Club 
Completes Slate 


Milton E. Bernet, advertising di- 
rector of the Mountain States Tele- 
phone & Telegraph Co., has been 
nominated for the presidency of the 
Advertising Club of Denver by the 
committee in charge, headed by 
Allen B. Spencer. The annual meet- 
ing will be held May 6. 

William E. Bryan is a candidate 
for vice-president. John L. Jenkins 
was named again for secretary- 
treasurer. The following were indi- 
cated for the directorate: 

Eric Erskine, Butler Paper Co.; 
R. H. Faxon, John Hancock Mutual 
Life Ins. Co.; J. R.. Griffith, Mont- 
gomery Ward & Co.; Katherine 
Jenkins, Ball & Davidson Advertis- 
ing Agency; Merritt F. Riblett, 
Rocky Mountain News, and present 
head of the club. 


Made Plan Director 


Ralph H. Meade, assistant plan 
director of William Green, a corpo- 
ration, New York, has been made 
plan director, with Prescott K. 
Wadsworth as assistant in charge 
of research. 


Magazines for Granite 


Magazines and business papers 
will be used by the Rock of Ages 
Corporation, Barre, Vt., in a cam- 
paign to be placed by Redfield- 
Coupe, Inc., New York. 


In Agency Field 
Edmond Enright, assistant to the 
president of the McCall Company, 
has joined the Criterion Advertis- 
ing Company, outdoor agency, New 
York, in the same capacity. 


Representatives Move 

The Devine-Tenney Corporation, 
publishers’ representatives of Chi- 
cago, have moved to 307 N. Mich- 
igan Avenue. The old telephone 


number, Central 4270, is retained. 


f 
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ADVERTISING AGE 


Wo men in 
Advertising 


Gladys V. Corbett 


“G. V. Corbett” has been for sev- 
eral years the advertising manager 
of the Driver-Harris Company, Har- 
rison, N. J., manufacturers of spe- 
cial metal alloys. It is her first 
position in the capacity, and she 
earned the post while pinch-hitting 
when the head of the department 
suddenly resigned. 

“Mr. G. V. Corbett” occasionally 
receives letters inviting “him” to 
hunt or fish when in the correspond- 
ent’s vicinity and dealing with other 
subjects dear to the masculine heart, 
but Miss Corbett defends her use of 
the masculine signature with the ar- 
gument that a man’s size job entitles 
the incumbent to use a man’s signa- 
ture. Any incidental embarrassment 
is the other fellow’s lookout. 

Merely male members of the ad- 
vertising profession are likely to feel 
apprehensive when Miss Corbett 
outlines the special qualifications of 
women in advertising: 

“Advertising is a profession that 
calls for imagination, patience and 
the ability to talk well on paper,” 
she says. 

“No one will deny that women can 
talk, and as for patience, any woman 
who is wife or secretary to a dys- 
peptic male deserves a gold medal. 

“Her imagination enables a wom- 
an to visualize better than the av- 
erage man, and she will, therefore, 
in an advertising position, be able to 
plan out an entire campaign in her 
mind.” 

Last but not least, Miss Corbett 
believes, a woman can outdo a man 
in buying cuts, printing, art work, 
and the other advertising purchases, 
because of her inherent love of a 
bargain. 


Illinois Press Assn. 
Plans Hall of Fame 


Eleven busts of famous newspaper 
men of the past will be unveiled in 
the University of Illinois, Cham- 
paign, at the October meeting of the 
Illinois Press Association. 

The men whose memories are to be 
honored are Elijah Parish Lovejoy; 
Joseph Medill, The Chicago Tribune; 
Henry Wilson Clendenin, Illinois 
State Register, Springfield; Victor 
Fremont Lawson, Chicago Daily 
News; David Wright Barkley, 
Wayne County Press, Fairfield; 
Henry M. Pindell, Peoria Journal- 
Transcript; William Osborne Davis, 

loomington Pantagraph. 

Edward Wyllis Scripps, Scripps- 
Howard Newspapers; Melville Stone, 
Associated Press; John W. Clinton, 
Polo Tri-County Press; Simeon 
Francis, Illinois State Journal, 
Springfield; John W. Bailey, Bureau 
County Republican, Princeton. 


“Janitation” Starts 


The first issue of Janitation, for 

uyers and sellers of janitor equip- 
ment and supplies, will be published 
in Milwaukee May 1. E. C. Kratsch 
1s publisher. 

“What have the 1920’s done to 
us?” asks Scribner’s. Those who re- 
8retfully write it “1980” have to ad- 


' Mit that the jazz decade made us at 


Shock-Approach 
‘Em Over Wire, 
Urges Editor 


Philadelphia, April 24.—If you 
want to get business over the tele- 
phone, you’ve got to use the shock 
approach, according to Automotive 
Trade Journal and Motor Age. 

“The telephone is a sales medium 
requiring the use of a selling method 
quite different from that of any 
other,” said the business paper. 

“The canned canvasses of door- 
to-door men will not work over the 
wires. The verbosity, the triteness, 
the plain hooey of face-to-face sales- 
manship have no place on the ’phone. 
The instrument permits, yes, re- 
quires, a brevity that many would 
regard as discourtesy. The telephone 
requires the use of a shock approach. 

“Get hold of that latter truth with 
both hands and you'll know why 
some ’phone salesmen get results 
while others do not.” 

The conclusion of the magazine is 
that people who are considering buy- 
ing a car and don’t want to be both- 
ered with salesmen will tell the truth 
involutarily under the stress of the 
shock-approach, much as they may 
regret it later. 

It gives this example: 

“Aaron A. Aaron” heads your di- 
rectory. His address reveals resi- 
dence in a neighborhood in which 
your line would park appropriately. 
We resolve to call Aaron A. Aaron. 

Mrs. Aaron: “Hello!” 

Salesman: “I’d like to speak to 
Mr. Aaron, please.” 

Mrs. Aaron: “Why, Mr. Aaron is 
at his office—who is this?” 

Salesman: “Who is this — Mrs. 
Aaron?” 

Mrs. Aaron: “Yes! This is Mrs. 
Aaron—who is this?” 

Salesman: “Mrs. Aaron, is Mr. 
Aaron going to buy his new auto- 
mobile early in the spring?” 


Bryson Explains 
Banker’s View 
of Advertising 


That a figure representing the 
value of a company’s advertising 
might some day be included in the 
balance sheet, was the possibility 
suggested by A. E. Bryson, vice 
president of Halsey, Stuart & Co., 
Chicago, and president of the Finan- 
cial Advertisers Association, before 
a joint meeting of the Advertising 
Council and the Chicago Financial 
Advertisers Thursday. 

“In the old days,” said Mr. Bry- 
son, “the banker considered only the 
dollars and cents on the balance 
sheet when he passed on an applica- 
tion for credit. If he considered ad- 
vertising policies at all, it was in 
connection with his estimation of the 
management. 

Bankers and Advertising 

“Now, however, bankers are going 
farther and considering the adver- 
tising activity of their clients. It is 
entirely logical that they should do 
so, as advertising has a direct influ- 
ence upon the stability of demand, 
which, in turn, is one of the guaran- 
tees of a company’s indebtedness. 

“In talking to a great many bank- 
ers on the subject,” Mr. Bryson con- 
tinued, “I find that some of them 
openly admit that well-conceived ad- 
vertising is a bankable asset, and 
that others are influenced by adver- 
tising more than they themselves 
realize. 

“In the field of investment bank- 
ing, the long term obligations of a 
company whose products are widely 
known through advertising receive 
the same preference from the under- 
writer that the goods of that com- 
pany receive from the merchant.” 

As a specific example of the ad- 
vantages the consistent advertiser 
receives from the financial world, 
Mr. Bryson mentioned the Ameri- 
can Telephone and Telegraph Com- 
pany. 

“This company,” he said, “prob- 
ably has a more difficult task to 
maintain cordial relations with the 
public than does any other public 
utility, yet, because of the well con- 


least ten years older. 


ceived advertising that it has carried 


Kolynos Sponsors 
S. America Flight 


New Haven, Conn., April 24. 
—The Kolynos Company, den- 
tal cream manufacturer, is 
sponsoring a good will flight 
to Buenos Aires. It will be the 
longest non-stop air-refueling 
flight ever attempted. 

R. Stuart Murray, of the 
aviation department of Jordan 
Advertising Abroad, New York, 
is supervising preliminary ar- 
rangements. 


on for years, it tops the list in pub- 
lie estimation. 

“This good will has created an un- 
limited market for the company’s se- 
curities. The company is continu- 
ally in the market for large amounts 
of capital for expansion, and it is 
able to get all the money it wants on 
terms that are the envy of all other 
businesses.” 


Magazines for Konvex 


The Robbins & Pearson Co., Co- 
lumbus, is now handling the adver- 
tising of the Konvex Mfg. Co., Day- 
ton, O., and will use magazines and 
trade papers in a forthcoming cam- 
paign. 


‘Uneeda’ Given 
More Emphasis 
By National 


New York, April 24.—Though the 
National Biscuit Company has for 
the past three years been advertis- 
ing itself in the general magazines 
and newspapers as the Uneeda Bak- 
ers, it is stated by Clarence Nelson, 
account executive for Calkins & 
Holden, New York advertising 
agency handling the account, that 
greater emphasis is being given to 
that phase in this year’s advertising. 

All biscuit products, including 
crackers, cookies, etc., made by the 
N. B. C., are now being manufac- 
tured and advertised under the name 
of the Uneeda Bakers. However, 
this does not include the products 
of the various subsidiary companies 
of the N. B. C. Mr. Nelson pointed 
out that the name “Uneeda Bakers” 
now appears on the packages of the 
biscuit products of the N. B. C., re- 
gardless of what the brand name of 
the product may be. 


Cooke with Vanderhoof 


David D. Cooke has become direc- 
tor of service for Vanderhoof & Co., 
Chicago agency. He has been with 
several agencies. 


Women’s Club 
Makes Award 


Toledo, Apr. 24.—The annual 
scholarship award of the 
Women’s Advertising Club has 
been made to Helen Dunn, a 
senior in Toledo University. 
The award carries with it a 
loan of $100. 


ADVERTISE IN 

The Navy’s Greatest Publication 

WE....are the ONLY Naval Publication 
that reaches BOTH Officers and Men. 


New York Chicago 
1 246 Fifth Ave. H. W. Calderwood 
’ S. J. Scott 5652 Augusta St., Aus. Sta. 


DITED 
and /.stDby NITED STATES NAVY WEEKLY 
Wass, OR SSuiwerom Den 
NAVJou# The Navy's TABLOID NEWSPAPER 
OF SELLING [2222 Ricca. 
rs 
Folders, Blotters, Booklets, Catalogs, ete. te 
Postage andTheMai monthly mi: 
published vs { since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Foil of sound 


business ideas, information and facts. .00 a 
= At end of year, we return $4.00 if you are 


not satisfied. Send 25c for sample copy. 


Postage and Mailbag $°.35% Street 


THE LETTER SHOP, Inc. 


Addressing, Multigraphing, 
Mimeographing, Individual 
Letters 
Telephone Wab. 8655-8656 
440 So. Dearborn 8t., Chicage, Tl. 


‘ THE 


BOOK | 


FOR 1930 


noe pe 


ae 


“MARKET DATA. 


RSATOCNAL GUIDE coe WIVES TIGATING AND BU PINE a $ 
SSFIVE TIMES THE PAID CIRCULATION 2°: 


=e 


one Sone payers a tee 
Maas |) ere soc waweee BEE NS 
i STER 

f i 


: 
’ 
' 
: 
{ 
; 
| 


nq 


NERTGLAS Hy MORE “Harel 7 Te 


i 
aa 


' 
4 

; 
ia 
hee i: 
i 

# 


; 


< 


of Sees OF Thomas 
Were: a 


hae 


mOmAE PORLAEXS “Ch NEW voRA 


E 
j b 
| SS rw MND AES... 


F BUYERS EY 
Gitmcay Souncts OF SUPPLY - } 


fa a: 


find new MARKETS 
| in 1930 


In the press of competition for business in 1930, 
you need this information that will point your 
way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 


_ In this single volume are figures on a hundred 


affecting buying— 


USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


_ major fields—data on production, distribution, 
buying set-ups, buying seasons, developments 


Compiled from more than a thousand sources— 
| Condensed into immediately available form— 
| Indexed for easy reference— 

Authentic in every detail— 


And a complete directory of business publications, 


grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>> HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 


cation is by far the most valuable 
extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertising cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughl 
reliable reference book.” - 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Marketing for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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1930 


TAXI WEEKLY 


The trade newspaper of the 
taxicab industry 


———_| 
STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 


GASOLINE 
RETAILER 


National trade newspaper 
of the gas and oil 
distributor 


All Published at 


54 West 74th St. 
NEW YORK 


Always say 
ec p & A” 


— because “P & A” under- 
stand the advertiser’s point 
of view, and operate accord- 
ingly. That’s why ““P & A” 
are known for the efficiency 
of their service and the qual- 
ity of their electrotypes, ster- 
eotypes and newspaper mats. 


Partridge & Anderson 
Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


| Senha’ s Loses 
Its Chairman 
and Founder 


New York, April 21.—Charles 
Scribner, chairman of the board of 
‘barles Scribner’s Sons, who suc- 
cumbed April 19 to an attack of 
heart trouble, was the founder of 
the present successful Scribner's. 
Though his father established a 
magazine which did well for a time, 
the Scribner’s of today was the cre- 
ation of Charles Scribner. 


Charles Scribner, father of the 
late publisher, was educated for the 
law but did not practice. He formed 
a publishing business in 1846. In 
partnership with Charles Welford, 
he established a monthly, Hours at 
Home, in 1865. Five years later the 
name of the publication was changed 
to Seribner’s Monthly. It was then 
published by a separate company, 
in which partnership was shared by 
Dr. J. G. Holland and Roswell 
Smith. 


Under the editorship of Dr. Hol- 
land, this monthly achieved great 
popularity. It was sold in 1881 and 
re-christened The Century Magazine. 
On the death of Charles Scribner in 
1871, the firm was re-organized un- 
der the management of John Blair 
Scribner, the eldest son. Eight years 
later the name was changed to 
Charles Scribner’s Sons. In 1887 the 
new Scribner’s Magazine was 
founded. 


Educated At Princeton 


Charles Scribner was born in 1854. 
He was educated at Princeton (A. B. 
1875), and became a trustee and 
recipient of honorary degrees. 


On his graduation in 1875, he 
joined the organization, and four 
years later, following the death of 
his brother, John Blair Scribner, he 
became the head of the firm. He 
founded Scribner’s Magazine in 1887. 

He was active in the organization 
of the American Publishers Associ- 


HIGH SPEED 


Wl Rouvurt 


LOWERING 


TYPOGRAPHIC STANDARDS 


Ours is a day-and-night, 24-hour service. Yet, we are 


not selling speed, but giving it. Speed is important, 


to be sure. However, it is imperative that modern 


typography shall have those finer creative touches 


of design and detail which “hand-tailor” strength, 


charm and vivid expression into an advertisement. 


LEE & PHILLIPS, INC. 
TypographersWhoProve ltWith Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE, INC. 


FPREDERIC NELSON PHILLIPS, INC, 


GRAPHIC TYPESETTING CORP, 


CAXTON TYPOGRAPHERS, INC. (Formerly Wienes Typographic Service) 


— — 


Charles Scribner 


ation and was its first president, 
serving three years. 


He married Louise Flagg, daugh- 
ter of the Rev. Jared Bradley Flagg 
of New York, October 5, 1882. He 
was a director of the National Park 
Bank and the Bank of the Me- 
tropolis. r 


A citation received by Mr. Scrib- 
ner from his alma mater in 1925 in 
connection with an honorary degree 
of Doctor of Letters said of him: 


“He stands today as a symbol for 
whatever is most courteous, honor- 
able and fruitful of good in Ameri- 
can endeavor. In his half century 
since graduation, the head of the 
house has given every year to labor 
and love for Princeton. 


“Intimate in her counsels, alert in 
stimulating her literary life, old in 
wisdom and young in spirit, con- 
stant in helping her needs, his un- 
obtrusive, bright and kindly influ- 
ence is part of all the best we have.” 


Mr. Scribner is survived by his 
widow; a brother, Arthur Hawley 
Seribner, president of the publishing 
company; a son, Charles Scribner, 
Jr., vice-president; and a daughter, 
Mrs. George R. D. Schieffelin. 


Barber Shop Blues 


Atlanta, Apr. 22.—The State 
license tax on barber shops is 
valid, the Supreme Court of 
Georgia has held, refusing to 
dismiss a misdemeanor indict- 
ment in a case in which pay- 
ment of the tax was refused. 

The fact that the tax is 
greater in cities of more than 
5,000 population than in smaller 
cities and towns does not ren- 
der the law unconstitutional, 
the opinion held. 


O’Keefe Created 
Flower Slogan, 
Say Florists 


Boston, April 24.—Patrick F. 
O’Keefe, head of the local advertis- 
ing agency of that name, was the 
creator of the slogan, “Say It With 
Flowers,” which was mentioned in 
the April 19 issue of ADVERTISING 
AGE as being without a known par- 
ent. 


At least, the Society of American 
Florists and Ornamental Horticnl- 
turists, recognizes Major O’Keefe as 
the proud father and at its New 
Orleans convention in 1926, present- 
ed him with a gold medal in token 
of his ownership. 


As Major O’Keefe pointed out in 
a booklet, “The Story of a Slogan,” 
advertisers are now saying it with 
gloves, jewelry, cards, fruit and 
many other commodities. This is 
taken to prove that the slogan is 
good. 


The S. A. F. thought so, too. It 
has spent a good many million dol- 
lars to advertise “Say It with Flow- 
ers,” and the magazine which hasn’t 
carried the copy is the exception 
rather than the rule. 
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Drug: s tores Are 
Meeting 5 & 10 
Competition 


New York, April 24.—That almost 
5,000 retail druggists in all parts of 
the United States and Canada are 
now establishing 10 cent tables in 
their stores is indicated by a survey 
recently made by Drug Trade News 
among a list of the secretaries of 
representative state, county, and city 
pharmaceutical associations. 

Of 39 association secretaries who 
participated in the survey, 29 stated 
definitely that they are in favor of 
the merchandising of 10 cent items 
in drug stores. Three secretaries 
stated they are not in favor. Seven 
secretaries declared they have no 
opinion on the subject. 

The consensus, however, is that 
there is a definite trend in the direc- 
tion of merchandising 10 cent items 
in the drug store. Druggists in all 
sections, the survey shows, are find- 
ing that many of their customers 
are demanding small size items more 
and more, and are going to the Five 
and Ten Cent Stores for these items 
if they cannot be obtained at the 
drug stores. 

In fact, more than 5,000 retailers, 
the secretaries of the retail phar- 
macy associations estimate, are now 
operating dime tables. 

Of a list of 44 manufacturers who 
contributed to the Drug Trade News 
study, 19 stated they already 
make 10 cent sizes of their products 
and are in favor of selling them to 
drug stores as well as to the ten- 
cent stores in which they are already 
carried. 

Six of the manufacturers, how- 
ever, said that, while they are hand- 
ling 10 cent items and are selling. 
them to the ten cent stores, they do 
not tavor selling them to the drug 
stores also. 

Fourteen of the manufacturers 
participating in the survey declared 
they make no mefchandise in the 
10 cent price range and, therefore, 
have no opinions on the subject. 

Five manufacturers of the list 
covered by the investigation stated 
they are not favorably inclined 
toward the sale of the 10 cent goods. 


Heavy Losses 
Are Reported 
On Instalments 


Washington, April 24.—Losses on 
instalment sales, through bad debts, 
are proportionately twice as large 
as on ordinary charge account trans- 
actions, although the latter method 
is used in 32.2 per cent of the coun- 
try’s retail business, while but 9.2 
per cent is handled on the instalment 
plan. The remainder is on a cash 
basis. 

Instalment losses amount to 1.2 
per cent of the total instalment busi- 
ness, and charge account losses are 
0.6 per cent. The total losses from 
both sources amount to 0.3 per cent 
of all retail business. 

These facts are given by the first 
of three bulletins on the nation-wide 
survey undertaken by the Depart- 
ment of Commerce with the coopera- 
tion of 1,000 credit bureaus and 25,- 
000 merchants. The survey is based 
on an analysis of sales amounting to 
almost five billion dollars. 

The first bulletin, covering facts 
obtained from 6,832 retail establish- 
ments, shows that in general average 
of returned merchandise and allow- 
ances on regular charge account 
sales shoe stores led all others with 
21.3 per cent. Women’s wear and 
department stores were next with 
14.3 per cent and 14.2 per cent re- 
spectively. Many reported credit 
loss percentages 25 times as high as 
those having the lowest figure; oth- 
ers had percentages of returned mer- 
chandise 10 times as great as the 
lowest; some had collection percent- 
ages twice as high as others. 

Regular open credit accounts of 
all stores reporting were outstanding 
on an average 68 days, although 
many reported 4 months. Of all re- 
tailers who reported, three-fourths 


used credit bureaus. 


— 


Twenty Million 
Catholics in U. §S, 
New York, April 24.—There 
are 20,078,202 Roman Catholics 
in the United States, according 
to the 1930 edition of the Offi- 
cial Catholic Directory, just 
issued by J. P. Kenedy & Sons, 
This total does not include 
those in Island possessions, 
There are 2,253,761 Catholics 
in New York and Brooklyn. 


Hat Industry 
Is Discussing 
Junking Plan 


New York, April 24.—The hat 


trade has taken note of the junking | 


plan recently adopted by the auto. 
motive industry, found it good, and 
is considering adopting a_ similar 
plan. 


The details of the project are 
described as follows by Daily News 
Record: 


“Hat renovators, who have been 
somewhat of a thorn in the opera- 
tions of the hat trade, would be ap. ' 
proached for the purpose of deciding 
the actual profit made for the aver- 
age renovating job. Next, an approx- 
imate sum would be struck off for 
the estimated value each customer 
places on his hat. These figures 
would be used as a basis for the 
entire program. 


“The hat industry would raise an 
appropriation to be used for buying 
in of hats. As an example: The ren- 
ovator, when asked by a customer to 


renovate a hat that has passed its 
usefulness would offer the customer 
$1 or some agreed amount for the 
outright purchase of the hat. 


“In turn, the industry would pay 
the renovator $1.10, $1.15 or $1.20, 
whatever sum was necessary to meet 
what would have been the cleaner’s 
profit if the hat had been renovated. 


Remilling Process 


“All these hats would be turned in 
to a central organization and this 
group in turn could, it is said, remill 
or otherwise make over the hats for 
a cheap line, or could use them in 
what is understood to be a ready ex- 
port market for such merchandise. 


“Although the work involved, and 
the returns made on the milled hats 
would considerably lower the cost of 
the campaign, it is said that what- 
ever outstanding cost would result 
would be more than overcome by the 
extra business that would develop. 


“The proposal as first suggested 
was that it be tried out in Manhat- 
tan and if successful to be spread 
out into other sections of the country. 
Merchants, it was added, could be 


informed of what will take place. It 
would be necessary, it was added, 
that the consumer become acquainted 
with the idea, through his hat store 
and the renovator. Stores could con- 
duct the plan without the aid of the 
renovator.” 


Thompson Establishes 
Two Foreign Offices 


Two new foreign offices will be 
established by the J. Walter Thomp- 
son Company, New York, making 4 
total of 18 operated abroad. One 
will be in Batavia, Java, Dutch East 
Indies, under the direction of Dr. 
William Nyland, and the other will 
be at Wellington, New Zealand, with 
Michael L. Stiver in charge. 


Made Art Director 


John H. Willmarth has _ joined 
Earle Ludgin, Inc., Chicago agency, 
as art director. He was formerly 
with Earl Uhl and Associates. 


“Review” Changes Name 


The American Physical Education 
Review has changed its name to the 
Journal of Health and Physical 
Education. The paper is now pub 
lished from Ann Arbor, Mich. 
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Unfettered Editor 
Ally of Advertising, 
Publishers Are Told 


(Continued from Page 1) 


umn. That is the great capital as- 


’ get of American journalism.” 


Judge Robert Worth Bingham, of 
the Louisville Courier-Journal, pre- 
sided at the dinner. William F. 
Rogers, of the Boston Transcript, 
chairman of the Bureau of Advertis- 
ing, also spoke. 

A note of excitement was injected 
into the convention Thursday after- 
noon when S. R. Winch, of the Ore- 


William G. Chandler 
Scripps-Howard Newspapers 


gon Journal, Portland, acting chair- 
man, suggested that the association 
form a standardization bureau, all 
papers in each city getting together 
and agreeing on some standard 
measurement of advertising lineage 
satisfactory to themselves and the 
association’s Bureau of Advertising. 

Joseph Melia, publisher of the 
New York American, suggested that 
the measurement of lineage be han- 
dled by Media Records, of New 
York, but in the ensuing debate con- 
sensus was against any such en- 
dorsement of a private enterprise. 

Colonel Frank Knox, general man- 
ager of the Hearst Publications, 
moved both reports be tabled, but 
this motion was voted down. 


Question Deferred 
_The question of measurement of 
lineage was deferred when G. J. 


Palmer, of the Houston Chronicle, | 


moved that the project be referred 
back to the officers for another year 
of study. 

The efforts, thus far fruitless, of 
newspapers to banish trade names 


Victor F. Ridder 
Publisher New York Staats-Herold, 
and Chairman of the Printing 

Trades School Committee 


from radio programs, were discussed 
Wednesday afternoon by Edwin S. 
Friendly, business manager of the 
New York Sun, and others. 


; 


Harvey Kelly 
Chairman Special Standing 
Committee 


Mr. Friendly said that the effort 
to eliminate trade names from the 
editorial reports of programs was 
abandoned in New York when one 
of the dailies refused to enter the 
fold on this subject. The newspapers, 
therefore, have continued to print 
radio programs without censorship 
of the free advertising involved. 

D. N. Slep, of the Altoona Mirror, 
reported that the Pennsylvania 
Newspaper Publishers Association is 
fostering a plan to banish this form 
of publicity. 

The five-day week is a vexatious 
question looming on the newspaper 
horizon, as well as others. If adopt- 
ed, it may well force an upward re- 
vision in newspaper rates, it was 
indicated. This question is being 


ies 
a 
i 


ies 


William A. Thomson 
Director, Bureau of Advertising, 
A.N.P 


anapolis. 


Costs Are Higher 


handled by a special committee head- 
ed by Harvey J. Kelly, of Indi- 


Mr. Kelly said that a survey of 


the situation indicates that newspa- 
per publishers are now paying $150,- 
000 more in daily wages than they 
were in 1920, when living costs were 
at the highest level in the history of 
the country. 

Charles A. Webb, of the Asheville 
(N. C.) Citizen, and chairman of 


the open shop committee, reported 


that the number of newspapers op- 
erating under the open shop system 
is growing. 


A report of the traffic committee 
was given at Wednesday afternoon’s 
session by E. M. Antrim, of The Chi- 
cago Tribune, chairman, and the fol- 
lowing resolution was adopted: 


“Resolved, That the American 
Newspaper Publishers’ Association 
hereby expresses its disapproval of 
and opposition to the growing ten- 
dency of the Interstate Commerce 
Commission to revise the freight 
rate structure of the United States 
primarily upon a mileage basis; and 
be it further 


“Resolved, That this association 
records its opposition to any scheme 
of freight rate-making which subor- 
dinates Sections One, Two and Three 
of the act to regulate commerce, 
which are relied upon by the public 
as protection against unjust, unrea- 
sonable and discriminatory rates, to 
the provisions of Section Fifteen, 
which was designed for the protec- 
tion of carriers’ revenues.” 


New Members 
L. B. Palmer, general manager of 
the A. N. P. A., reported a net gain 
of 12 members during the past year, 
the total now being 501. 


The paper committee, headed by 
W. G. Chandler, of the Scripps- 
Howard Newspapers, reported that 
newspaper lineage was 3.4 per cent 
greater in 1929 than in 1928. Con- 


Leonard K. Nicholson 
President, New Orleans Times- 
Picayune 


sumption of newsprint, however, in- 
creased 6.9 per cent. 


It was said that the newsprint sit- 
uation, also having a definite bear- 
ing on advertising rates, is in the 
hands of the Federal Trade Commis- 
sion, which reports that its survey 
has reached an advanced state and 
will probably be sent to Congress 
before its adjournment. 


W. E. Wines, of the mechanical 
committee, reported as follows: 


“Negotiations are in progress 
with the American Photo-Engravers 
Association and the National Asso- 
ciation of Electrotypers, that each 
of these organizations may appoint 
a representative to confer with our 
committee upon mutually important 
matters. 


“Active work on the investigation 
of news ink at Washington was 
started September 1, on which date 
Mr. Donald Boyce, chemist in the 
employ of the A. N. P. A., took up 
his duties. The work is being car- 
ried on under the immediate super- 
vision of the ink chemist of the Gov- 
ernment Printing Office, the actual 
work being done by Mr. Boyce.” 


William F. Rogers, chairman of 
the Bureau of Advertising, reported 
as follows: 


“A striking fact is that so large 
a portion of our total national ad- 
vertising revenue came from less 
than 9 per cent of the 6,000 adver- 
tisers whose names made up the 
Bureau’s mailing list. Of the 535 


advertisers spending $220,545,000, 


our records show the Bureau to have 
done some work on 298 whose ex- 
penditures were also figured for 
1928. The total appropriations of 
these 298 was $187,810,400 in 1929 
compared with $150,967,120 in 1928, 
an increase of $36,843,280.” 


“Similarly, figures are available 
on 101 advertisers solicited or served 
by the Bureau in 1929, showing to- 
tal expenditures of $87,772,000 in 
that year compared with $69,297,000 
in 1928, an increase of $18,475,000.” 


At the close of its fiscal year, the 
Bureau had 384 members and, at 
the time the report was being made, 
the membership had risen to 392. 
This represents 277 members and 
115 non-members of the American 
Newspaper Publishers Association. 


Briefs and studies prepared by 
the Bureau, during the year, at the 
request of advertisers and advertis- 
ing agencies embraced the following 
subjects: 


Community advertising, ice cream, 
men’s underwear, aviation, electrical 
appliances, automotive, railroads, 
fish, grocery products, candy, ce- 
reals, canned goods, techniques of il- 
lustration, cheese, cough drops, ra- 
zors, steamships, carbonated bever- 
ages, fountain pens and bank adver- 
tising. 

The Associated Press re-elected 
the following directors at a meeting 
Monday: W. H. Cowles, Spokane 
Spokesman-Review; Frank P. Mac- 
Lennan, Topeka State Journal; E. 
Lansing Ray, St. Louis Globe-Demo- 
crat; Robert R. McCormick, Chicago 
Tribune, and Frederick I. Thomp- 
son, Mobile Register. 


The board of directors again elect- 
ed Frank B. Noyes, of the Washing- 
ton Star, president. He has been 
president since 1900. John Cowles, 
of the Des Moines Register-Tribune, 
who had been second vice-president, 
was elected first vice-president, suc- 
ceeding Col. Robert Ewing, New Or- 
leans States. Paul Patterson, Bal- 
timore Sun, was elected second vice- 
president. Kent Cooper was re-elect- 
ed secretary, Jackson S. Elliott, as- 
sistant secretary, and J. R. Youatt, 
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VO-AGs 


WORK LIKE BEAVERS 
When the High School burned at Mt. 
Hermon, La., they soon built a tem- 
porary structure. 


A “VO-AG” 
They “Learn by Doing.” They know 
and use good tools because Carpentry 
and Shop Work are taught in Voca- 
tional Gprtamtenre, 


is intensely practical. 


Better Farm gow and Methods 
reaches EVER O-AG High School 
in the U. S.; also all State Supervi- 
sors and the ae Departments 
of ALL State lleges. 


More detailed information from 
Better Farm Equipment 
and Methods 


806 Pine Street - St. Louis, Mo. 
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IN THE WEALTHIEST CITY 


of the United States ° 


89% OF THE FOOTWEAR 
is Sold by 
BOOT and SHOE RECORDER 
SUBSCRIBERS 
- 


ASADENA, 
leged to be the wealthiest 
city in the country. 


California, is al- 


In an actual and trading popula- 
tion of 80,000 the annual down- 
town sales are estimated at 
$1,900,000, of which business at 
least 89 per cent is sold by Boot 
and Shoe Recorder subscribers. 


It is significant that in this mer- 
chandising center where high style 
competition is probably at its 
highest level, the influence and 
popularity of the Boot and Shoe 
Recorder is evident in practically 
every outlet where shoes are sold 
in volume. 


BOO 


RE 


and SHOE 


ORDER “5°. 


The Great National Shoe Weekly 


A Unit of the United Business Publishers, Inc. 


Chicago Boston 
Cincinnati Two-Thirty-Nine West Thirty-Ninth Street Philadelphia 
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BETTER BUSINESS 
BUREAU UMPIRE 
OF ADVERTISING 


Greene Tells of Organization’s 
Activities 


While there is a definite trend 
toward self-regulation of advertis- 
ing, Edward L. Greene, general man- 
ager of the National Better Busi- 


| 


— 


Edward L. Greene 


ness Bureau, New York, pointed out, 
April 25, that the Bureau’s program 
of establishing standards of practice 
is essential. 

Mr. Greene spoke before students 
and guests of Northwestern Univer- 
sity in the last of a series of five 
addresses on the general subject of | 
Business Ethics. The lectures were 
presented by the William A. Vawter 
Foundation. 

“Advertising malpractice is the 
preduct of advertising executives 
who in the broader sense are ordi- 
nary human beings,’ Mr. Greene 
pointed out. 

“No one would expect to see a 
baseball game without umpires to. 
enforce the rules and make decisions, | 
and it is only reasonable that busi- | 
ness should have its own officials to | 
insure fair play in the greatest con- | 
test of them all. 

Divided Opinion 

“The opinion of advertising men 
falls into three classes: 

“1. Unfair practices defeat them- 
selves either because of public re- 
sentment or law enforcement. There- 
fore, anything more than _ public 
opinion and laws of the land is un- 
necessary. 

“2. More penalties should be en- 
acted for advertising transgressions. 

“3. Business should establish its 
own agency to co-operate with busi- 
ness and law-enforcement bodies.” 

Mr. Greene pointed out that the 
National Better Business Bureau 
received formal recognition from ad- 
vertising in October, 1928, when 
magazine publishers designated the 
Bureau as its agency for the elimi- 
nation of fraudulent advertising. 

Late in 1929, similar recognition 
was extended by practically every 
national organization in the adver- 
tising and publishing field. 

Mr. Greene gave this description 
of the methods employed by the 
Bureau: 

Basic Facts Provided 

“Instead of making many indi- 
vidual investigations the advertising 
of the field under investigation is 
first surveyed and the claims of ad- 
vertisers are analyzed. These claims 
are then referred to a large number 
of authorities on the subject for an 
expression of opinion as to the facts 
involved. The replies are studied 
and a preliminary report is drafted. 
This is returned to the same authori- 
ties and is referred to other authori- 


ties for checking purposes. The re- 


sulting information can be consid- 
ered as representative of the weight 
of authority in the field. 

“For instance, after an investiga- 
tion of obesity remedies, we issued a 
bulletin to the advertising industry 
and supported it by press releases in 
which we stated obesity remedies are 
of two types—internal and external. 
The internal are regarded as being 
harmful and the external as useless. 

“As a result of furnishing pub- 
lishers with these facts, obesity rem- 
edies were, for the most part, 
quickly deleted from the pages of 
magazines. Similarly basic informa- 
tion on numerous other fields of 
quackery has been furnished to pub- 
lishers with satisfactory results and 
other investigations are under way. 

“There are a number of publish- 
ers who have always maintained 
strict rules of censorship and who 


Free Gillette 
with Colgate’s 


For the third time in its his- 
tory, the Colgate-Palmolive- 
Peet Company, Chicago, is giv- 
ing away a Gillette razor and 
one blade with every tube of 
Colgate or Palmolive shaving 
cream. 


The latest deal comes at the 
height of the Gillette advertis- 
ing campaign, and will cut 
sales of razors, while stimulat- 
ing consumption of blades. 


not only had the facilities but the 
will to establish the facts regarding 
copy submitted to them and to de- 
cline to accept it when such action 
was in the interests of their readers. 
The great majority of publishers, 


however, have found our reporting 
service of great value in determin- 
ing the acceptability of questionable 
advertising. 


Active In 1929 


“During 1929 the National Bureau 
issued 250 bulletins to periodical 
publishers to aid them in avoiding 
fraudulent advertising. These bulle- 
tins, have, for the most part, been 
confined to the reporting of fact in- 
formation regarding specific adver- 
tisers, or fields of advertising. 


“Individual advertisers have not 
been bulletined by the Bureau until 
they have had an opportunity to sub- 
stantiate their claims or to modify 
them in accordance with the facts. 
Each bulletin of this character rep- 
resents thorough investigation by 
the Bureau and the establishment 


a 
—_ 


of proof that the objectionahij 
claims cited are unwarranted. 

“By this system of investigatigg 
and reporting we blanket the advem 
tising industry with information @ 
fraudulent offers. As a_ reg 
fraudulent advertisers find the aye 
nues to their market, which wep 
furnished by the publishers, blocked 
except in a relatively few publicgy 
tions. 

“Periodically the Bureau makeg@ 
survey of magazines to identify 
those which continue to carry frau@ 
ulent advertising on which the By 
reau reported. As a result of them 
surveys we have thus far issued tw 
bulletins, identifying publications § 
which fraudulent advertising hag 
continued to appear. Thus our opm 
rating plan points out fraud ang 
publishers who harbor it.” 
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